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Rough Proofs 


Now that Miss Rheingold for 
1949 will be selected with the aid 
of the television audience, why not 
cut the rest of us in on the choice 
of pulchritudinous Miss America 
at Atlantic City this year? 

a me | 

Gladys the beautiful receptionist 
says she sees there’s a prize con- 
test on why the Wyler watch is 
best for country living, and she 
supposes it probably doesn’t show 
daylight saving time. 

oe 

“Individually, we are not the 
greatest brains in this screwy 
business,” admits an agency in its 
promotion ad. 

Does this mean they’d be) 
greater if they were just a little 
bit screwier? 

vs ee 

Collins, Miller & Hutchings did | 
a very nice thing for the advertis- 
ing business by picking the hot- 
test week of the summer for pub- 
lication of an illustration of a 
winter scene, “Fifteen below.” 

te 

After reading Westbrook Peg- 
ler’s column for the past few 
years, Henry Wallace is in violent 
disagreement with the man who 
said, “I don’t care what the news- 
papers say about me, as long as 
they say something.” 

~~ we 
The Post Office is showing post- 


Lennen Tells Accounts: 


‘Get into TV or Get Left’ 


Agency Calls Video 
‘Gold Rush’; Urges 
Buying Choice Time 


new dial deodorant soap 
~ eepe you fresh round the clock 


ete 
as 


TS 


DS ee 


Jewelers Tell 
New YorK—While many an ad- Ad p lans; Bulova 


vertiser and agency debates tne | 


wisdom of getting into television, Spends SY 000 000 
f f 


Lennen & Mitchell last week sent 
a significant survey to its clients— 

Industry-Wide ‘Watch| 
Parade’ Promotion Is | 


| 


the tenor of which was “now is 
the time to get into television if 
you’re going in at all.” 

Buying now—and ignoring the . 
high cost for the number of people Announced at Meeting 
reached—may be the price of 
“good time on television when it) CHIcaco— Bulova Watch Com- 


arrives for the mass,” the agency |Pany, New York, claims that it 
warned. | will launch the biggest campaign 


SCENTED—Dial 


Armour toiletry, 


deodorant soap, 
demonstrates 
good it smells in this color page ap- 
pearing in the Chicago Tribune Aug. 2. 
Foote, Cone & Belding is the agency. 


an 
how 


As a preliminary, the survey | in the history of the watch indus- 
showed the phenomenal growth of |try this fall, with a budget ex- 
the industry in the past year. As ceeding $4,000,000—most of it to 
a forecast of its future, the num- be spent on selective (spot) radio. 
ber of advertisers has doubled) The company announced the 
since October; they will put up at | drive at the annual convention of 


Hooper Expands 
* 

least $10,000,000 for programs this | the National Association of Credit | Service, Boosts 

year. NBC shows a 375% increase |Jewelers here last week, where) 


1947, and NBC thinks video| Bulova was one of the iargest |("h f 9 
over an inks video | arges or 


will be a $6 billion yearly busi- | Watch exhibitors. Transcribed and 
ness, four times as large as radio live spot announcements will be| r : 
today. Then L&M forecasts what | used on 1,690 stations, including | _ NEw York—To end duplica- 
video is doing to radio in New| 1,000 with tie-in announcements | tion in the field of radio DeCgraEn 
York right now. |preceding network shows and 250 | Tatings—and specifically to elimi- 
| over which Bulova time announce- | Mate the competition of A. C. Niel- 

Lays It on the Line ments will be made every hour | Sen Company—C. E. Hooper told a 


ers illustrating the theme, “Write 
today—make someone happy.” 


Pulse, Inc., shows that top Hoop- | throughout the day. 


Television | Press conference here last week 
erated shows have their audience | 4!so will be used. jthat, beginning in October, his 


Peeeee eases eeeee errr er ee ee eceeeeeeceees eee eeeeeeeeeeeeeeeeeeee ee 


Try hard, now, even if you’re a| 


- /nearly halved in those homes that) 
collection agency. 


/have television. Further, Hooper | 
wit Alec | television tests show television 
John H. Kraft says that Kraft! nonsor identification as high as 
Foods is looking to South America | 35% for a one-time shot. A radio 
as a fast growing market for its response of 1% is considered phe- | 
products. nomenal, yet responses as high as | 
Better ask Al Jolson to start) 49%, of the estimated audience | 
warming up his marimbas. come from video. Further, Hooper | 
7 3. found that 46% of video set own- | 
Right after Rough Proofs ac-| ers interviewed bought at least | 
claimed the acquisition of Satchel | one product because they had seen | 
Paige by Cleveland, the Indians jts televised commercials. 
dropped three straight to the Red| Then L&M lays it on the line: | 
Sox and dropped to third place. «we believe the only safe and. 
Now maybe they'll have to sign | ¢undamental viewpoint to take is 
up Joe McCarthy or Ted Williams. | that television is a new and tre- 
b Biclhs /mendous force that the public will | 
Newspaper men who have been | demand and get. . . The proper 
around the cameras and lights| time for you to get into television 
during midsummer political con-|— if it is a medium suited to your 
ventions are willing to agree that advertising-selling problems—will | 
television is hot stuff. ‘depend on how much of a penalty | 
"eS FY _you are willing to risk to obtain a 
Ed Mehren, the grapefruit man, | position of leadership, or at least. 
new president of the National|dominance in the important mat- 
Brands Soft Drink Institute, is ter of time franchises. These fran- 
firmly convinced that this busi- | chises, you will later see, are more | 
ness is no longer a little squirt. (limited in number than in audio | 
oes lradio, and will no doubt continue 
An Illinois court has ruled that| to be for a long time to come.” 
mandatory fair trade prices in the | As the agency sees it, there are 
(Continued on Page 53) 
eaded the wrong way, maybe the| 
cistillers would just as soon not) 
newspaper promotion ad points Page 22. Other features: 
ut. 


|quor business are unconstitu- | 
tional, and with the sales curve, 
: '3-to-1 
e mandated right now. ies 
vy _ there’s a ‘Big Four.’ 
“There can be only one first,” See ‘In Washington’, 


But it’s a poor promotion man Ad-libbing ...... ie ar! 
‘ho can’t dig at least one out of Advertising Market Place 40 
‘ne statistics. | Creative Man's Corner . .. 46) 
x os | Department Store Sales ... . 16) 
“Women dominate male spend-| Editorials ........... - 12 | 
ng,” says Fairchild. | Getting nog say Ao a + 
Believers in the philosophy of | fa agg or Advertisers . . * 54! 
\ever-underestimate-the-power-of | Photographic ES ee 37 
asten to agree. | Private Lines ........... 5i 
Copy Cus. | Voice of the Advertiser. . 42 


In addition, full-color spreads 


will appear from October to De-| 


cember in Collier’s, Coronet, Es- 
quire, Good Housekeeping, Holi- 
day, Life, Mademoiselle and The 
Saturday Evening Post. Ads will 
be keyed to the company’s slo- 
gans, “Gift of a Lifetime” and 
“America Runs on Bulova Time.” 


Largest Jewelers’ Show 


ratings, projectable to the total 
U. S. radio homes, will be issued 
24 times yearly. 

This service, based on both a 
diary method (by which a listener 


| records his own listening changes) 


and on coincidental telephone in- 
terviews, 
the 36-city program popularity 
ratings by the latter method, 


will be in addition to) 


Agency Personnel 
Get Presentation 


from the Client 


| General Mills Holds 
_ 3 Day Open House 
| for Its 4 Agencies 


|cies handling General Mills ac- 
counts may now be expected—if 
they weren’t before—to know 
what they are advertising about. 

Fifty-seven top-ranking mem- 
bers of the four big agencies— 
Knox Reeves Advertising, Tatham- 
Laird, Dancer-Fitzgerald-Sample 
and Batten, Barton, Durstine & 
Osborn—have spent three days 
here in the General Mills offices 
and plants. A presentation brought 
them here together, but it was 
not the usual agency-to-client 
pitch. GM called the meeting and 
made the presentation to the 
agency men, whom it welcomed 
as “Our Ace Salesmen,” with 
large banners. 


Members of the Family 


The meeting, conceived by C. S. 
Samuelson, advertising manager 
of grocery products, was pegged 
on the idea that the account and 
copy people are the company’s top 
salesmen, entering millions of 
homes with their messages. The 
specific objective was to present 
the detailed facts about the com- 
pany and frank opinions of GM 
executives to the agency chiefs 
and personnel, to help them pre- 
pare better copy, better promotion 
plans and more telling strategies. 

L. N. Perrin, General Mills 
president, offered a keynote ad- 
dress on “General Mills, Your 
Company.” “General Mills is your 


i 
| MINNEAPOLIS — The four agen- 


Phoenix Business Men Buy ‘Arizona Times’ 


Rondell, Wason, Walker Join Swaney Agency 


| & Dawson, Warwick & Legler and Geyer, Newell & Ganger, has been | 4"Swered. 


_ joined the Detroit account staff. Mr. 


| which C. E. Hooper, Inc., has pub-| company,” he asserted, “and we 


Under a cooperative program, | ” P ‘ ; 
lished continuously since 1934. | Gaieats of you as members of our 


Bulova will split the cost of news- 
paper mats, car cards, outdoor 
posters and direct mail pieces al- 
ready prepared with space pro- 
vided for the dealer’s name. Win- 
(Continued on Page 50) 


Mr. Hooper referred to the new|company family charged with 
service as “easily the most sig-|representing us by honest, pro- 
‘nificant development in rs ot egg com alert advertising of 
audience measurement history.” It | Ur products.” 
(Continued on Page 49) | Participating agency people were 
/encouraged to ask any questions 
e '—even the ticklish ones—which 
Last Minute News Flashes __ tev might nave about the com- 
: : === pany, its products, its policies, its 
Theobald Enters Consumer Field with Hum ‘future plans, and were assured of 
Harrison, N. J.— Theobald Industries, in its first entry into the|a straightforward answer. 
retail soap field, is introducing Hum, new heavy duty washing suds, | 
with Washington, D. C. as the first market. Ads are appearing in the | Quechee ond Saapere 
Washington Post and Star featuring a one-cent sale with a money- | Typical of the questions fired 
back guarantee. Spot radio also is being used. The agency is Frank-| was: “When you ye 2 mar- 
lin Bruck Advertising, New York. |ket a new product, how do you 
| decide which of your agencies will 
, : , : _ |get it.’ Like the rebound of a 
PHOENIX—The Arizona Times, sale of which failed of consummation | handball came the answer: “Pro- 
several weeks ago, was purchased last week by a group of local busi- |vided none of our agencies has a 


| ness men and retail merchants and will be continued under the di-| product which would be competi- 


rection of Columbus Giragi as publisher and general manager. He | tive to the new one, the agency 
conducted an editorial column during the regime of John and Anna | which is’ presently doing the best 


Boettiger. | job will get the new product.” 
On the policy side, more com- 

Locke | Plex questions were asked, and 

One such was the 


appointed art director for Morris F. Swaney, Inc., at New York. | POS€r: “If a brand had had a 4,- 
Thomas Wason, formerly account executive for Hill Blackett & Co., | 900,000-case volume, should ad- 
has joined the Swaney account staff here, and R. L. Walker Jr. has vertising and promotion expense 
Walker was formerly an associ- Per case be higher or lower on the 


ate of William Scott Associates. next 1,000,000 cases?” 


e . | Following Mr. Perrin’s address, 
Xpray to Promote Plastic Atomizer Walter R. Barry, vice-president 


New YorK—Xpray Corporation will use color pages and business and director of grocery products, 
papers in the beauty field and black-and-white pages and half-pages emphasized that there is no limit 


Cuicaco—Lester Rondell, previously art director for Tracy, 


| in fashion magazines for a plastic atomizer, with consumer copy run-/to potential under the capitalistic 
| ning in time for Christmas buying. Hicks & Greist is the agency. 


system, and that agency teams 


(Additional News Flashes on Page 55) must have the same broad horizon 


Pe er 


ae ; 2. Sar ee 3 4 a e 3 s = “fal . Ez saat bar 3 fr ee ee 3 4 io = oi | Sa . a eA ge sr a ma 
See Sige. et ee as Se | ee | Pa i eee ERE yk i ee ee, ee a 2 2 geloliaes en ean ane ght oP es eee Ba Me A eye on eee ee ee 
By Eee A ee Sa pene See ie eas ii ag =) aA: Coe a pia i ee eae a ees ree Mees...  ) > nc ee _ aa eines oe y ht Fie 2 SS eae ae 
' ae aa oe, pi as oF a ia. ee ag a ta en Wve sss aa es = eee eae, bs i aa peli lene Sees 3 po Si tee SOS oe cei =e se OO 
oo ee ee ee ae ee ag a Sp i See stim a a ee rm ale a toe ae eee ai eed. | Sane a ee : 
‘ é ‘ . : al . : > : ; 3 “ rus past ex Gs 
= 
. 7 wb 
> wer?) ats: 
} ee ae" 
—— , . | : 
W . a 
eng! 
/ ' ale 
} 
P 
J 
} 
. ' | 
/ | _ RRR i 
, . a ee 
; ‘“ 
A RRR A RR RR 
| . 5 
| - a - — ——— . . hs 
4 ns Fas de <u ee] aie 
=< 5 
hia q 
_— | ES 
_ ret a 
=. ~=—. nee 
a! nae 
€ . PRES wt bese ud lha ) Pia PTE one  - . 
re eaten oe 
= Sedeetriemeatee ne a 
eo : j Sees é 
- ran ome a eet Se 
So ae mammen , : 
eh dn nO 
Po orn he. et ge ye 
prepended 4 
‘ ¥ Xs. Fe Money Samer 
Sinko > aabarkoee 
| * econ 
ee 
+ . 
\ Pe ae Bs 4 
eo : 
x ik 
% : 
ee . . x - 
— ! hs, ae gi ty Oe 
Ee a OS ; : 
‘ ag tke i a. 
ee © Sia a 
et. ake 3 ae 
<i. ae i ae es 
tal sd ee 4 ( . * Pa 
ale te : 
» ~ | | oe : a 
‘ 
SS ‘ | 
ay 9 
3 fs 
I PEED BS SL LTTE ee 
: 
> “ 
4, 
4 % 
L . 
4 . 
a & 
» 
a~ 
ee 
TPA 
ef ; 
4 
cn 
a 
" ~ 4 - 
alge: 
ws 
ee s 
; 
in 
eeecee | 
= 
* 
i 
Sant 
ae 
as 
os 
sae 
a 
7% 
- 
ina 
| 
a 
“a 
2 
ne 
os 
ee : 
eeee : 
. 
ie ies " J _ E bee ia got rap tae E ‘ ees ; ; a one : ca : ‘ : eet ‘ “ o ra , 54 : pe 
Bas eo nee bee ES AN Cg Bede ig ony Bed BN OES oe BOP eC Oy Sire AS CREE eg Ee er eed, DNAS Belay Set ae aka ESN CROMER eh gt eel Mie Pipi ge Mn a ese Sy can Ie ae eae ses he a ee Mae, errant ee A geet ane Sa" Gace se Wa ee a ee eae pee ay tee ae, 
PER ET ARS AEE OWI Git REMUS OT eR oe EAR ESS aE SIE IP RAY eee Ba ic ORES RE RT Ee RE IOS URW ce ate gin ee es Ae aE ene, SRE A es Norte Ue See Oe ah Cm AR ce Aah a ot ES Bice he g 
. . noth: . Gales (e a - y ; ae ’ ee aye ee a ae - he oti ae ts tae i. BaF ot a a hans Se use ats ay ara ee Cee 


= 


xg 


when planning advertising andj|are born than females, but fewer | her major interest is in her home. 


sales of future products. 

A quick change-of-pace fol- 
lowed as Marjorie C. Husted, con- 
sultant in women’s activities, 
humorously but devastatingly 


drove home her ideas on the rela- | 


tive importance of women to men. 
Typical of her barbed references 
were restatements of statistics 
showing that more male babies 


|of them live—and that women in 
| general outlive men. 

| The psychology of selling the 
housewife, she declared, involves 
a number of varied sales angles. 
One of the most important for- 
|mulae for obtaining interest is to 
‘tell her how to lighten her tasks 
and give her more freedom, rec- 
ognizing at the same time that 


Have You Heard About 


rHe S 


It’s the atomic age development 
in food and drug merchandising! 


ParEen?t OFFice 


PLAN 


| imaginative, 


While the average woman is 
she declared, her 
problem of stretching the dollar 
forces her to be practical and 
realistic and, as a result, she often 
shows a practical and realistic 
reaction to sales appeals. 

E. K. Thode, vice-president in 
charge of the legal department, 
stressed the idea that the legal 
staff was not set up to operate as 
a barrier to the copywriters—that, 
on the contrary, its only function 
relative to the advertising agen- 
cies was to assist the copy staffs 
to say whatever they wished to 
say, in the strongest way possible, 
without infringing on the truth or 
weakening the trademarks. His 
suggested query for every ad: 
“What would it look like in the 
year 2000?” 


Must Have Advantages 


No General Mills product is 
ever placed on the market unless 
it has advantages over existing 
products, declared Dr. R. H. Man- 


HH 


Se Bre 


. wali 


MEDIA 
DIRECTOR 


He’s madder than a wet hen since he overlooked 
how The Des Moines Sunday Register covers lowa! 


But that would dampen anybody’s spirits—over- 


looking a whole state! 


Yes, you lose out on Iowa when you overlook 


The Des Moines Sunday Register. 


paper covering all 99 Iowa counties. It has at least 
27% coverage in every one of them—and completely 
dominates 81 counties with 50% coverage or morc! 

Circulation is 500,000... only nine cities have 


newspapers that top that figure. 


And these half-million readers include 7 out of 


10 Iowa buyers, spending nearly 
a year! With The Des Moines Su 


get the whole state-wide market in a single package 


for a milline rate of $1.63. 


It’s the only news- 


five billion dollars 
nday Register, you 


THE DES MOINES 
REGISTER ann TRIBUNE 


= 
—— 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


ley, director of research, discuss- 
ing “Products of Superiority.” 

With a fast one-two punch, 
Harry A. Bullis, chairman of the 
board, and C. Cullen Thomas, 
vice-president and director of 
products control, got the afternoon 
session off to a quick start. 

Before the novelty of discussing 
mutual problems with top Gen- 
eral Mills executives had a chance 
to wear off, Ray L. Brang, vice- 
president and assistant director of 
grocery products, told the agency 
people: “There is no such thing 
as a copywriter. You are copy- 
salesmen,” ace salesmen who talk 
to a nucleus of potential customers 
every day. 

All the agency representatives 
were taken into the company’s 
home service department, given 
aprons and caps, and instructed 


jin the fine points of using the 


products for which they wrote 
copy. 

Home service representatives 
talked and demonstrated the prod- 
ucts. Copy people then mixed 
cakes, baked pies and used the 
various ready-mixed General 
Mills merchandise, under the tute- 
lage of the home service girls. 


Breakfasts an Event 

And breakfast, the “forgotten 
meal of the day,” as Mr. Thomas 
called it in his speech, was well 
remembered. Such ingenious 
dishes as a cereal bowl with 
Wheaties on one side, Cheerios 
on the other, blueberries in the 
middle and sliced peaches on top 
were served each morning, along 
with melons, ham and eggs, sweet 
rolls, toast, coffee and milk. 

In addition, the fast-moving, 
three-day meeting included a 
comprehensive tour through re- 
search, products control and nutri- 
tion laboratories and all company 
offices, with frequent recesses and 
stops for refreshments. 

The project, originated by Mr. 
Samuelson, and planned and exe- 
cuted by him with the assistance 
of Mary K. Ward and Gladys 
Ness, was under the supervision 
of S. C. Gale, director of adver- 
tising. 

If a man who is himself sold 
on the product he sells makes a 
better salesman, General Mills 
executives can congratulate them- 
selves on a very successful proj- 
ect. The meeting is still a prin- 
cipal topic of conversation among 
the agency people who were there. 


Owen Young Joins 
ABC Board; Was 


lst RCA Chairman 


New YorkK—Owen D. Young, 
chairman of the board of Radio 
Corporation of America from its 
organization in 1919 through 1929, 
has been elected a member of the 
board of directors of American 


Broadcasting Company. This in-} 


creases the membership in ABC’s 
board of directors to eight. 

Mr. Young came to New York 
from Boston in 1919 as counsel for 
General Electric Company. Now 
honorary chairman of G-E, Mr. 
Young served with that company 
as vice-president until 1922, when 
he was elected chairman of the 
board, a position he held from 
1922 through 1939 and resumed 
from 1943 through 1944. 

In addition to ABC Chairman 
Edward J. Noble and Mr. Young, 
other members of the ABC board 
of directors are Mark Woods, ABC 
president; Robert E. Kintner, ex- 
ecutive vice-president; C. Nicholas 
Priaulx, vice-president and treas- 
urer, and vice-presidents Earl E. 
Anderson, Robert H. Hinckley and 
Franklin S. Wood. 


Starch Adds ‘N. Y. Sun’ 


Effective Sept. 30, the New 
York Sun will be added to the 
Starch newspaper advertisement 
readership service. 


Advertising Age, August 2, 198 


L. A. Distributors 
Plug Magazines 


on Radio Show 


Los ANGELES— Twelve of th 
largest southern California maga- 
zine distributors, and 13 of th 
major national publication group 
distributing magazines independ 
ently, have made a joint purchas: 
of a 15-minute Monday-through 
Friday program on KFI, Los An. 
geles. The contract, effective to- 
day, Aug. 2, is for 52 weeks, wit! 
costs to be shared equally by the 
two groups. 

The program will be “Johnny 
Murray Talks It Over,” which ha: 
been on the air locally since 1939 
Murray has been digesting article: 
from current publications, but thi: 
will be the first time the program 
content has been tied in with the 
sale of the magazines. 

Program content will be keyed 
to the arrival on newsstands of 
magazines of participating pub- 
lishers. When a specific magazine 
hits the stand, Murray will excerpt 
from it present local authors who 
have contributed to the magazines 
and persons who are the subjects 
of articles on that day. Intensive 
newsstand promotion of the series 
will be conducted. 

The contract was placed through 
Harrington, Whitney & Hurst, Los 
Angeles. Participating publisher 
organizations are: Hillman Peri- 
odicals, Publishers Distributing 
Company, Leader News Company, 
Curtis Circulation Company, 
Pocket Books, Fawcett Publica- 
tions, Kable News Company, Mac- 
fadden Publications, Interna- 
tional Circulation Company divi- 
sion of Hearst Publishing, S-M 
News Company, N. L. A. Publica- 
tions, Independent News Company 
and Popular Publications. Other 
publication groups are expected to 
join the effort in the near future. 


Luedke to Pepsodent 


William J. Luedke, formerly 
with the O’Cedar Corporation, 
Chicago, has joined the Pepsodent 
division of Lever Brothers Com- 
pany, Chicago, as assistant adver- 
tising manager. 


Drake Named Publisher 


George Drake, for the past two 
years business manager of West- 
ern Grower & Shipper, Los An- 
geles, has been appointed pub- 
lisher. 


IS YOUR 
B BUDGET A 
TWO-WAY STRETCH? 


Dollars won't stretch at the 
grocer's . . . won't stretch in 
advertising. 

Yet an advertising dollar is 
often expected to cover unan- 
ticipated, unbudgeted items. 
These are _ inspirationally 
squeezed in as the year rolls 
along — at the cost of some- 
thing previously planned — or 
both the original and the new 


are half “salvaged” to the 
detriment of both. 
Pre-planning for established 


objectives, with prefixed costs, 
stabilizes your advertising ex- 
penditures and makes no pre- 
tence that dollars are rubber. 


IT DOESN’T PAY 
TO ADVERTISE... 
, Unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.e ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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, . .. at one of the lowest milline rates in America, it is your 
i greatest advertising dollar’s worth in Chicago. Our representa- 
‘in tives will prove this statement with actual case histories 
an showing you how The SUN-TIMES moves the goods for well- 
is known advertisers . . . at tremendous dollar savings. 

the Cc H cA G O 

1ed. 

2 SUN ‘TIMES 

on THE PICTURE NEWSPAPER 

WN ‘inne ae ae Se ta 
ie ~The Sun n'limes MOVES THE GOODS a Hours a Day ay y wi vith 


/\ am average net paj id circulation of 672 Bag" 


aily / 


*Based on ABC Publishers Statement for period -nding March 31, 1948 
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PLAN 


PaTENT OFFICE 


a It’s the wewest answer to the 
Sales Manager’s o/dest problem— 


_ HOW TO INCREASE $ALE$! 


® FC&B Promotes Nathan 


‘to Vice-President 


| Cyrus H. Nathan, who joined 
@ the agency’s predecessor, Lord & 
|Thomas, in 1934, has been named 
a vice-president of Foote, Cone & 
@ | Belding. Mr. Nathan is now New 
| York executive on Toni Company 
@ and Hat Research Foundation, and 
previously handled the Pall Mall 
@ account for FC&B, He has been 
‘with the agency continuously ex- 
@ cept for wartime service with the 
| office of the Coordinator of Inter- 
@ American Affairs. 


‘Launches Honey Drive 


| The National Federation of Bee- 

keepers’ Associations has launched 
a campaign with a weekly sched- 
ule of 200-line copy in the Louis- 
ville Courier-Journal and Times. 
Plans are under way to release 
|the campaign progressively in 40 
metropolitan markets to supple- 
ment the American Honey Insti- 
tute’s releases of dietetic informa- 
tion on honey and honey recipes 
to food page editors. George C. 
Nagel & Associates, St. Louis, is 
handling the campaign. 


The challenge 
of CHANGE! 


To find the most new customer faces, 
you'll want tolook beyond the old familiar 
[° places. Over half the population 
of America today is in the throes of the 
greatest economic change of the 20th 
century—a change for the better, affect- 
ing every business in America. 


Over half the families in America live 
in places of less than 25,000 population 
—Main Street towns—and on the sur- 
rounding farms. On the crest of seven 
years of record-breaking farm ‘sm erity, 
new products, new merchandising 
methods and a new standard of living 
are riding in to the 80 million people who 
live or shop on Main Street. 


Are you sure you are distributing your 

selling messages among farm and Main 

Street families in proportion totheir number 

. and buying power? foin the hundreds of 

leading advertisers who are making sure 

through the pages of FARM JOURNAL and 
PATHFINDER. 


FARM JOURNAL, INC., Graham Patterson, President 


RETAILING is Main Street's biggest business. America’s biggest advertisers are meeting 
the challenge with new methods, merchandising aids and advertising as never before, 
Half vour better dealers are doing business on Main Street. What are you doing for them? 


VANISHING AMERICANS — Farmers have met the 
challenge of change. Tractors are replacing horses and 
mules, raising production te meet the demand of = 
14 millionmore American mouths to feed—one reason a? 

why farmers have 22 billion dollars in cash, money 
in the bank and U.S. Saving bonds. 


America's 2nd Largest News Magazine. 
Ist on Main Street with 1,050,000 families 


3,750,000 Families 


stv 


%@ 


~ 


MAIN STREET, AMERICA meets the challenge. More of the people who shop there 
own their homes, their business (farm, factory or store). They can be your staunchest 
friends and your best customers—if you will seek their favor. 


Farm Journal 


BIGGEST in the Country—with 
2,700,000 subscriber-families 


Advertising Age, August 2, 1! 48 


Tile Producers 
Expand Campaign 
with Mat Service 


New York—The Tile Council 
America here has begun to auy- 
ment a $50,000-a-year campaign 
in business and professional pub- 
lications with a mat service fcr 
dealers. 

The mats, in various sizes for 
newspaper use, were prepared by 
Carl Byoir & Associates, public re- 
lations counsel to the industry 
since 1945; by Fuller & Smith & 
Ross, the council’s advertising 
agency, and by the council’s pro- 
motion committee. To defray 
costs and obtain a check on use, 
the mats are being offered at 25 
|cents each. 
| A dozen tile contractors have 
jalready begun local advertising, 
and the Tile Contractors Associa- 
tion of Pittsburgh is running a co- 
| operative campaign. 


Do 95% of U. S. Volume 


Chairman of the council is A. R. 
|McMannis of the U. S. Quarry, 
|Canton, O. Organized by 20 com- 
| Panies representing 95% of the 
iceramic tile industry in January, 
1945, the council actively contacts 
3,000 tile contractors and more in- 
| directly the 200,000 contractors 
|}and sub-contractors who compose 
ithe nation’s building industry. 
|From an estimated prewar volume 
of $33,000,000, the industry’s sales 
have grown to $120,000,000 in in- 
|stalled volume. 
To help achieve this trebled 
|output, the industry has invested 
$8,000,000 in new equipment and 
processes. The council has helped 
|dealers build more modern sales 
rooms and employ more effective 
sales methods. Some 120 contrac- 
tors have taken council-spon- 
|sored courses in business manage- 
ment at the College of the City of 
New York, Temple University in 
Philadelphia, and the Univers'tr 
‘of California at Los Angeles. 


Uses Traveling Exhibit 


Similar courses are projected 
for the fall at, among others, 
Wayne University in Detroit, Du- 
quesne in Pittsburgh and Wash- 
ington University in St. Louis. In 
an industry which until now has 
not had more than 7,500 skilled 
mechanics, the council, which has 
| offices at 10 E. 40th St. here, has 
helped to train more than 2,000 
tile setters. 

The national campaign runs in 
architectural and builder publi- 
cations. This is supplemented by 
a traveling exhibit for building 
| Shows. 
| The council works with building 
groups on code problems involv- 
ing tile; has launched, through 
Battelle Memorial Institute, Co- 
|lumbus, a research program to ce- 
;velop new methods of instal a- 
tion; has introduced teaching aids 
for architectural schools; issues 4 
monthly publication, “Tile, Tips & 


| Topics,” to the trade, and partici- 


pates in an “industry-engineere |” 
homes program. 


3 Form Art Service 


Bundas-Matthiesen-Keerl, In 
has been organized in Seattle 
provide a complete art service fr! 
advertising agencies. Principe s 
are Rudolph E. Bundas and Ro - 
ert T. Matthiesen, artists, and Ja‘ « 
B. Keerl, photographer. Offices a ¢ 
at 604 University St. 


Hicks Joins Richards 

Tom Hicks, former head of hs 
own production agency and pr‘- 
viously producer-director of ‘Your 
Hit Parade” and the Tommy Do'- 
\sey show, has joined the radio an! 
'television department of Fletche: 
'D. Richards, Inc., New York. 
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11,998,000 Look 


readers inthe top 60% 


economic level. Second 
largest weekly magazine 
audience in the top 60%. 


17,439,000 Look 
readers every issue 


.. second largest magazine 
audience in America today. 
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Look gained 3,348,000 
new readers in the top 60% 


in two years... greatest two-year 
gain of any major weekly. 


Look offers 2,180 
readers per dollar... 


lowest advertising cost of any 
major weekly. 
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uilding 
invo!V- Hf AUDIENCE FIGURES are based on the new 1948 Magazine 
hrous! @ Audience Group Study. This group consists of 7 of 
e, C0 ithe nation’s leading research authorities, including 


: = : vi the directors of 3 national polls and experts in mar- 
~ ” 1s keting, population trends and statistical analysis. For 
ssues a g°O™Mplete details, write to Look, 511 Fifth Avenue, 


Tips & New York City. 


parti: a Audience, top 60% Readers 
aeered Total audience economic level _per dollar* 
100K 17,439,000 | 11,998,000 2,180 
, ECe J 
ae o§ life 27,572,000 | 20,513,000 1,661 
rice fr B_ 
ncipe s ; 
d Ro - § Post 15,702,000 | 11,792,000 1,402 
id Jack #- 
ices ae i 
‘ollier’s ,| 10,341,000 7,539,000 1,293 
*The Magazine Audience Group limits itself to basic audi- 
of hs @ €%ce figures. To provide advertisers with comparative 
d pre- § “sts, LOOK has applied the latest audience figures 
r“Your § °9ainst advertising rates for black and white pages. 
iy Do 
dio ar 
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HRQ to Clark-Wandless Names Boston Agency Southwesiern 


HRQ, Radio Suyapa, San Pedro) 
Sula, Honduras, has appointed | 
Clark - Wandless Company, New} 
York, as exclusive United States 
representative. 


White Tower Appoints 
Badger & Browning & Hersey, 
New York, has been appointed ad- 
vertising and merchandising coun- 
sel for White Tower Restaurants. | 


Litecontrol Corporation, Water- 
town, Mass., maker of lighting 
equipment, has appointed Bennett, 
Walther & Menadier, 
handle its advertising. 


Gardner Resigns Dazey 


Gardner Advertising Company, 
St. Louis, has resigned as adver- 
tising counsel for the Dazey Cor- 
poration, St. Louis. 


Boston, to| 


Have You Heard About 


rHe S 


It puts your products into the 
homes of from 100,000 to sev- 
eral million uwuduplicated users 
at a cost of only Ic each! 


Patent Orrice 


PLAN 


Adclubs Want 
Ethics Units 


New YorK—The Advertising 


week that appointment of ethical 
standards committees by each of 
the 14 clubs in the southwest dis- 
trict was urged by the district 
board of directors at a recent 
meeting. 

The committees would have four 
functions: (1) acting as a clear- 
ing house for complaints of un- 
truthful or offensive advertising, 
or bad advertising practices issu- 
ing locally; (2) investigation of 
complaints; (3) trying to get of- 
fenders to discontinue such ad- 
vertising or practices; and (4) 
turning over to Better Business 
Bureaus any cases warranting 
further action or prosecution. 

AFA has recommended similar 
action to all member clubs. 

AA was told the Tenth District 


Federation of America said last) 
|specified number of advertising 


(the southwest) was the first to 
take such action, but that other 
districts are expected to follow 
suit shortly. The AFA’s district 
conventions are generally held in 
September and October, and sev- 
eral probably will adopt similar 
moves. The AFA said that an un- 


clubs have such committees in 
operation, but that the southwest 
was the first district to ask such 
action. 


TWA Boosts Markusen; 
Marechal for Hawthorne 


Trans World Airline has named 
Stanley G. Markusen manager of 


|public relations for Europe, with 


Paris headquarters. He joined 
TWA in 1946 in New York. 

The line also announced that 
Louis P. Marechal has been named 
director of passenger sales. He 
was formerly manager of sales re- 
search and market development. 
He succeeds James E. Hawthorne, 
who resigned Aug. 1 to become 
general manager of Allied Van 
Lines, Chicago. 


THE INDIANAPOLIS STAR : 


Sunday ‘Star 
Daily Star 
News 


Times 


The Number One Newspaper 


In 
Indiana's Number One Market 


—DAILY OR SUNDAY 


Circulation 
1st Quarter 1948 
Publishers’ Report 


235,552 
180,804 
173,200 

91,176 


1947 Report 


Compared With 
Corresponding 


682 Loss 
4,985 Loss 


21,250 Gain 
9,406 Gain 


The Indianapolis Star Was 14th In the Nation 
In Advertising Volume During 1947 


(Media Records) 


Kelly-Smith Company, National Representatives 


Advertising Age, August 2, 1 4 


Columbia Records 


Breaks Campaign 
for LP Discs 


New York —It just might >». 
the shot in the arm the record 
business, waning on wax, need« 4. 

Columbia Records was beating 
the drum in newspapers (and ws 
scrupulously silent about how 
many, or if magazines would »5e 
added) last week for its LP mic- 
rogroove records. LP stands for 
long playing, and the technical 
advance in recording process 
means that a complete symphony, 
musical comedy or concerto can 
be put on a single record. Further, 
the record is Vinylite, and can be 
bought for about half the price of 
its shellac competitor. 

‘The LP records are for turn- 
tables at 331/3 R.P.M., which is 
standard transcription speed, in 
contrast to the 78 R.P.M. for 
which most private turntables are 
geared. In addition, the micro- 
groove cut has permitted up to 45 
minutes of playing to be tran- 
scribed on a record. 

In its newspaper space, Colum- 
bia hammered away at LP’s ad- 
vantages: “. . . A complete sym- 
phony or musical comedy score on 
one 12-inch record! ... A tone 
quality so lifelike you'll scarcely 
believe you’re listening to a rec- 
ord! New freedom from surface 
noise! And broken records prac 
tically a thing of the past! ...A 
prices far lower than you’ve been 
paying for ordinary shellac rec 
ords! . And the savings ard 
passed on to you!” 


Offers $29.95 Player 


Columbia also offered a new 
player attachment for $29.95 
which will permit playing of LPs 
through standard radio or combi- 
nations, and which has the tone 
arm and needle needed for micro 
groove and adapted to the 33 1/3 
speed. 

Sample sayings quoted by th¢ 
copy show that Brahms’ concert 
costs $13 in Vinylite album, $8.5 
in shellac; excerpts from Bizet’ 
Carmen, $11 in Vinylite, $7.23 
shellac; Grieg’s piano concerto, $! 
Vinylite, $6 shellac—yet each cost 
only $4.85 on an LP record. Co 
lumbia now offers 100 classica 
and popular selections on LP, ané 
will have more shortly. 

Behind the records’ promotion 
lay an equally interesting one o! 
planning and development. £d- 
ward Wallerstein, Columbia chair- 
man, is credited with farsightedly 
insisting that master recordings 
made in the past nine years be 
kept of all Columbia classica! is- 
sues, on the premise that late! 
technical developments mi h! 
make present recording _ tech- 
niques obsolete. Dr. Peter Gold- 
mark—who developed CBS’ colo! 
television set during the color tele- 
vision controversy with FCC-— 
sweated out the mechanics ané 
technique of LP. 

McCann-Erickson is agency {0 
Columbia Records advertising 


National Distillers 
Launches Rum Campa: g! 
National Distillers Products ( 
poration, New York, is startin: 4 
campaign for Ron Merito ri 
using color pages in Esqv'Té, 
House & Garden, House Beaut |\' 

and Life. 

The ads offer a free Ron Me ‘i 
recipe booklet in return for a (U 
pon from the ad. The agenc | 
Lawrence Fertig & Co., New Y: rs 


Nelson Drops Account 


Russ Nelson Advertisi.s 
Agency, Minneapolis, has resig \& 
the account of Alden Wonde 2 
Company, Minneapolis, effec v4 
July 31. 
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Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine Women Believe In. The editorial power of the Journal is measured by the fact that nearly 


a million more women buy it than any other magazine with audited circulation. This is the power that lends force 


to advertising pages. It is the reason your message to women is more effective in Ladies’ Home J 0 URN A [ 


Bought by nearly a MILLION MORE women than any other magazine * 


*Monthly OR weekly, with audited circulation. 
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3 Nets Spend 
$161,989 on 3rd 


Party Coverage 


New YorkK—ABC, NBC and 
MBS spent approximately $161,- 
989 on radio and television cover- 
age of the third party convention 
in Philadelphia. CBS figures were 
not available last week. This fig- 


ure compares with $702,024 spent 
by the four networks on the 
Democratic convention and about 
$1,000,000 on the GOP meeting. 

NBC, which gave more time to 
the convention than the other net- 
works, devoted nine hours and 35 
minutes of radio time and 22 hours 
and 45 minutes of television 
broadcasting. The network spent 
about $75,000 for operating and 
staff costs. 


Have You Heard About 


THES 


It gives you the wames and addresess @ 
of from 100,000 to several million 
unduplicated users of your product 
and the dealers who serve them - 
at a cost of only Ic each! 
eeeeeeeveeeeeeee @ 


Parent orrice 


PLAN 


| 


ABC, which devoted eight hours 
and 30 minutes of radio and 26% 
hours of video time to the conven- 
tion, spent more than $55,000, of 
which $30,000 represents the cost 
of facilities. The figure does not 
include the cost of commercial 
programs canceled, which totaled 
$26,619. 

CBS gave a little more than 25 
hours of television and six hours, 
55 minutes radio coverage to the 
third party convention, and Mu- 
tual spent $5,370 on operating 
costs for nine hours of convention 
coverage. 


Joins Simpson-Reilly 

Ray C. Watson has resigned as 
national advertising manager of 
Southwest Builder & Contractor to 
join the Los Angeles office of 
Simpson - Reilly Ltd., publishers’ 
representative. Before joining 
Southwest Builder in 1941, he had 
spent seven years with Crowell- 
Collier Publishing Company and 
more than two years with Ameri- 
can Home. 


Summer Hiatus 
Policy Costly, 
Deckinger Finds 


New York — Advertisers who 
drop their radio programs in the 
summer, hoping thereby to save 
much in talent costs and a little in 
time costs, actually lose money 
doing so. 

If they stayed on the air all 
summer — with their regular or 
even with replacement shows — 
they would get more for their ad- 
vertising dollar. 

This information, coming a little 
late to benefit “hiatus sponsors” 
this season, appears in the new 
quarterly issue of the Journal of 
Marketing. E. L. Deckinger, re- 
search director of the Biow Com- 
pany, develops the thesis in an 
article on “The Network Radio 


Love—to coin an understatement—is a national habit. But 


when it comes to the serious business of boy meets girl... 


ALL BUSINESS IS LOCAL.... 


then you have a transaction that is strictly local! 


In other words: Your business may be national. But your 


sales are local. 


With a larger daily circulation in San Francisco than any 
other newspaper, The Call-Bulletin’s merchandising power 
is concentrated in the city of San Francisco—where local 


sales for your national product are concentrated. 


Moloney, Regan & Schmitt, Inc. are The Call-Bulletin’s 
national Reps who can tell you about local business. 


-. eeeeeeee ® AND SO 1S THE 
© CALL-BULLETIN’S CIRCULATION 
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eS 
~ 
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to follow 
findings. 
Gamble dropped “FBI in Peace 
and War,” 
this summer, P&G continues t e 
“Life Can Be Beautiful” serial f r 
Spic and Span; 
tinues “Take It or Leave It,” ard 
Philip Morris continues its Hora: ¢ 
Heidt and Phil Baker progran s 
through the summer. 


Towler Joins WHEB 


Young & Rubicam, New York, his 
joined the staff of Station WHE) , 
Portsmouth, N. H. 


Advertising Age, August 2, 194° 


Advertiser and Summer Policy.” 
Mr. Deckinger’s study is base 
on a study of 59 radio shows o. 
the networks in 1945—and thei: 
Hooperatings, talent and discoun- 
ted time costs, and on claimed net- 
work audience coverages. Ther 
were 196 network shows. on th 
air in 1945, but 137 do not suit th: 
purpose of the study because som 
started during the year, seasona 
products were promoted on some 
etc. 


Equals Extra Half-Hour 


The calculations result in a find- 
ing that the “expected averag: 
homes-per-dollar” for shows on 
all year is 158, for shows having 
summer replacements is 156 and 
for shows taking a hiatus is only 
151. Mr. Deckinger points out 
that the differences, while not gi- 
gantic, are not neglible: “An aver- 
age of three to four homes-per- 
dollar for 52 weeks is equivalent, 
for an average show, to one extra 
broadcast a year.” 

“The evidence of this study,” he 
says, “is that an advertiser gets at 
least that much if he foregoes the 
temptation to go off the air en- 


tirely in the lower-rated summer 


months. Further, he appears to 


be more sure of getting it if he 
stays on all year than if he makes 
use of a summer replacement.” 


Mr. Deckinger admits the study 


would have been more conclusive 
had it been based on sales pro- 
ductivity rather than the usual 
measure of ratings. 
the former was not available. Fur- 
thermore, 
“standards of deviation” applied 
to test the reliability of his method 
are not too reassuring. 


But of course 


he admits that the 


Estimates Average Rating 
The author does not simply 


compare the number of homes 
reached per dollar by the shows 
following each of the three poli- 
cies, because “the show following 
one policy may be at a higher or 
lower development level . . . for 
reasons other than differences in 
summer policy.” 
“chained average” system to esti- 
mate how well each of the shows 
might have fared had it pursued 
each of the other two types of 
summer policies. 


He employs a 


The “chained average” system 


involves estimates of what the 
average rating of all shows would 
have been if there had been no 
changes in shows on the air—a 
method that results in “pseudo- 
averages.” 
poohs actual averages because the 
quality of broadcasting fare is 
vastly different by seasons, and 
projections based on actual rat- 
ings averages would 
vary with a spurious factor.” 


Mr. Deckinger pooh- 


“therefore 


The actual calculated average of 


the 35 shows on all year was 161 
homes per dollar spent. 
tual average of shows with re- 
placements was 151 and of shows 
taking a hiatus was 148. 


The ac- 


Clients of the Biow agency seen 
its research director's 
Although Procter & 


without replaceme it 


Eversharp co!.- 


Mildred Towler, formerly wi‘) 
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Always Dependable Quality and Service 


- TWIN CITY — 
ENGRAVING COMPANY 

208 S. STATE ST. ST. JOSEPH, MICH 

PHOTO ENGRAVING- ART-COPY-LAYOUT 


A ONE COLUMN CUT OR A , 
COMPLETE COLOR BOOKLET — 
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Ir an advertiser is not getting satisfactory re- 
sults from his advertising, he should remember 
this: 

Every minute he delays in getting better ad- 
vertising is costing him customers. And the 


longer the delay, the costlier the minutes be- 
come. . 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit 
San Francisco Hollywood Montreal Toronto Mexico City London 
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‘SRL’ Launches 
16 mm. Film Unit 


New Yorx—Following the suc- 
cessful installation of a non- 
theatrical film department in 
March, the Saturday Review of 
Literature will hereafter give 16 
mm. films the same critical evalu- 
ation it has been giving to books 
and records, 

On the second Saturday of each 
month, beginning Aug. 14, SRL 
will offer an editorial discussing 
recent film developments, a film 


: _ A MITCHELL | ; 
Room 726, iti W. Jackson Blvd’, Chicago 4 


‘review with a condensed story 
/line and an appraisal for varying 
audience groups, film news from 
abroad, and a technical review of 
new equipment and developments. 

The editorial treatment of films 
will be handled by Raymond 
Spottiswoode, producer and 
author, and A. Bertrand Channon, 
a non-theatrical film authority. 


Worden Joins Stahl 


Duard D. Worden, formerly 
with L. W. Ramsey Advertising 
Agency, has been appointed pro- 
duction manager of H. M. Stahl 
Advertising Agency, Rock Island, 
Til. 


Takes Louisville Post 

Louis J. Bos Jr., who has been 
assistant art director for several 
|Chicago agencies, has been ap- 
|pointed art director of Zimmer- 
|McClaskey-Kintner, Louisville 
| agency. 


Strotz Says Video 
ls Sound Despite 
lts Growing Pains 


Cuicaco — “Everyone seems to 


|be rushing into television with a 


wild desire to lose his shirt,” Sid- 
ney Strotz, NBC vice-president in 
charge of television, declared at a 
press conference here. 

However, the losing position in 
which many video stations find 
themselves today is not the re- 
sult of any lack of advertisers, he 
declared. It is, rather, the effect 
of expenditures for equipment 
which quickly becomes obsolete, 
depreciation on the initial capital 
investment and extra expenses 


which are necessary to keep up 
to date. 

“There is no question but what 
television is a sound, practical, 
blue-chip operation,” he asserted, 
“with prospects of eventual satis- 
factory returns.” The next two or 
three years, however, will be a 
period when the industry will ex- 
perience growing pains. 

“More collective nonsense has 
been written about television than 
any other youthful industry,” he 
said. Fantastic results from the 
use of video, in all sorts of fields, 
have been predicted by vision- 
aries, he explained, and have 
somewhat obscured the fact that 
television is a normal, healthy, 
young business with excellent fu- 
ture prospects. 


80 Stations in Full Network 


There will be no nets compar- 
able to those of radio stations for 
many years, he continued. At 


Not 2 


... but 7 out of the top 15 
local programs’ in Chicago 


on WGN 


*Nielsen Average Audience, February-March, 1948 


The A. C. Nielsen Co. compiled a list of locally sponsored 


programs of any frequency and duration, and the outstanding 
record made by WGN is that 4 of the top 5 were on WGN. 
7 of the top 15 were on WGN. 


WGN says it can a do a job and then proves it can because 
Middlewest listeners have the WGN habit. We offer you the 
full facilities of our engineering, program, commercial and pro- 


A Clear Channe/ Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 
720 
On Your Dial 


| 
motion departments to do the best radio job that can be done. 


Eastern Sales Office: 226 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
2978 Wiishire Bivd.. Los Angeles 5 « 235 Montgomery St.. San Francisco 4 
710 Lewis Bidg., 333 SW Oak St., Portiand 4 
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most, he predicted, the Nation.| 
Broadcasting Company would 
have an affiliation of 80 station;. 
Eastern, central and western ri - 
gional nets will be in operatic, 
much sooner, however, with regi - 
lar schedules on a practical basi . 

NBC, he said, probably will t= 
transmitting test patterns from i‘; 
Chicago station by September co: 
October; the coaxial cable to Ne. 
York will be completed in De- 
cember, and the New York-Chi- 
cago net is expected to be in fu)! 
operation by January. 

When asked what he thought 
would happen to independen: 
television stations when the chain 
get up steam, he replied that the 
situation probably would be com- 
parable to that of radio. In its 
infancy, radio network affiliates 
carried sports programs and other 
similar outside local events, but 
as the network programming 
structure developed, these shows 
gradually passed to the indepen- 
dents. 


Films to Get Heavy Play 


In view of high transmission 
charges, network “hookups” for 
some time will consist of the 
Kinescope films, NBC television 
“recordings,” he said. Program- 
ming continues to expand, how- 
ever. 

Noran Kersta, director of tele- 
vision for NBC, told the meeting 
that the company is now able to 
telecast five hours of studio pro- 
grams daily in New York since 
it acquired three uptown RKO 
studios. With films and outside 
pickups, the total programming 
time soon will reach 10 hours 
daily, he predicted. 

Mr. Kersta flatly declared: 
“Television will not make large 
inroads on radio. Of that, NBC is 
convinced.” Citing the increase in 
America’s gross national product, 
and the corresponding increase in 
advertising expenditures, he said 
that a new sales tool is needed to 
move the goods—‘“and television 
is that tool.” 

Mr. Strotz also noted his con- 
viction that the motion picture 
companies have little to fear from 
television if they use video prop- 
erly to promote their own enter- 
tainment medium. He affirmed his 
faith in the gregarious nature of 
human beings, and said that the 
right kind of movie promotion, on 
television, will keep the motion 
picture industry in business. 


Sets TV Spot Rates 


Station WGN-TV, Chicago, has 
begun accepting 30-second and 
one-minute spot announcements. 
The rate for a one-minute live 
announcement, one time, is $60; 
for a 13-time contract, $57. One- 
minute film announcements run 
from $50, one time, to $37.50 each 
for 312 times. The 30-second an- 
nouncements are scaled from $40 
to $30 each. 


Baker Rejoins WKBW 
Roger Baker, who spent i! 


years with Buffalo Broadcasting 
Corporation before joining WLW, 
Cincinnati, in 1939, has returned 
to Station WKBW, Buffalo, as 
commercial manager. Mr. Baker 
left WLW in 1947 to become man- 
ager of Station KOB, Albuquer- 
que, resigning from that post to 
rejoin the Buffalo station. 
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=| Attention Sales Managers- 


PLAN 


PATENT OFFICE 


=| is the ewest solution 
= to your oldest problem 


=| HOW TO INCREASE $ALE$! 


eeting 
ble to 
) pro- P R » 
ee If your products are of reputable quality, well foster consumer acceptance, to quickly establish 
— established, nationally advertised and soundly — nquestioned leadership for your products in the 
hours priced, then your company is eligible to partici- _ richest, easiest-to-serve and most profitable mar- 
—. pate in a national co-operative merchandising — kets in America, The SAMPLIZING Plan offers 
= campaign that will put jyowr products into the — you an unprecedented opportunity! It is not only 
a homes of anywhere from 100,000 to several the most effective merchandising promotion ever 
4 ge million wnduplicated users at the phenomenally offered to you, but also the most economical, 
oe low distribution cost of on/y 1¢ per user ! and we have the facts and figures to prove it. 
icture Fully copyrighted and patented, The SAM- Our claims are soon to be proved through 
a PLIZING Plan is an unique, ingenious promo- test campaigns in Utica, N. Y. and Harrisburg, 
ape tion now available on an exclusive basis to top Pa. The products which participate in these pilot 
“ye ranking distributors or manufacturers of food, operations will enjoy two important advantages 
om a drug, cosmetic or household products. It offers over those that do not: they will be completely 
you many advantages which are not to be se- protected against the increase in the present 
: cured through any other sampling method. For _1¢-per-product-per-unduplicated family rate, and 
D, a: . . ‘ff . 
| and instance, you get the names and addresses of as to their classifications, for the full-scale, market- 
enn: every consumer to whom your product is dis- saturating campaigns which will follow. These 
oO bes . . . 
s run tributed through The SAMPLIZING Plan, and __ test campaigns offer you an opportunity to deter- 
) each ; : . 
d an. also that of the dealer who normally serves her! | mine—at a minuscule cost—if The SAMPLIZING 
m 
There is absolutely no waste, no duplication, Plan does everything we claim it can do for your 
i no complications, no larceny! products. So we repeat, if your product is well 
nt il ’ ae ae ' 
asting If you want to achieve 100% distribution for established, nationally advertised, fairly priced, 
—?— your products, to create consumer demand and ‘and of sound, reputable quality... . 
Bak: 
man 
iquer- 
ost to 
Write, wire or telephone for details to: 
‘ 
THE PLAN wc. 
te PATENT OFFICE 
9 


53 East 34th Street , 


New York 16, N. Y. * 


Telephone: Murray Hill 9-1988 
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Second Ave., Sidney F. Smith, Mgr 
London C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a -— 3 a year in 
America. Foreign postage extra. 


the United States, Canada and Pan 
Myron Hartenfeld, circulation director. 


Don't Ask This Question 


In this issue ADVERTISING AGE 
reports results of a study of adver- 
tising made by Baker Oil Tools, 
Inc., of Los Angeles, which 
proved, according to the story, 
“that buyers in the petroleum in- 
dustry want and appreciate fully 
descriptive advertising.” 

There can be little quibbling 
with that conclusion. Buying in- 
dustrial machinery, equipment 
and supplies is a pretty serious 
business, and it is clear that buy- 
ers want to know all there is to 
know about the products. 

But that still doesn’t make it 
good research technique to ask 
prospects, via either questionnaire 
or personal interview, “What kind 
of advertising do you like?” For 
our money, this is one research 
question which the advertising 
field might well decide never to 
ask of anyone. 

It is the essence of good cus- 
tomer and market research to rea- 
lize that meaningful answers to 
questions can be obtained only | 
from respondents who are both 
willing and able to provide the 
answers. Researchers have dis- 
covered, almost unanimously, that 
it is difficult to find anyone who 
isn’t willing to air his views on 
advertising. But whether these 
same people are able to provide 
meaningful answers to questions 
about the kind of advertising they 


“like” is another matter entirely.) 


The experienced advertising 
man knows that, in general, in- 
quiries into the advertising likes 


or dislikes of his special public 


mean nothing, even when they can 
be obtained. It may be unpala- 
table, but it is literally true that 
within any normal bounds, wheth- 
er your customer or your prospect 
“likes” your advertising is utterly 
unimportant. 

Advertisers never sell their ad- 
vertising; they sell a product, or a 
service, or a thought or an atti- 
tude of mind. If their ultimate 
objective is to have their pros- 
pects “like” their advertising, they 
should hastily place themselves 
under the care of the nearest psy- 
chiatrist. What they are trying 
to do is sell something, using ad- 
vertising as a vehicle, in exactly 
the same way that the telephone 
system uses wire as a vehicle. 
Consequently, their advertising 
should create a favorable feeling 
or favorable action on behalf of 
what they are really selling, while 
the advertising takes as unobtru- 
sive a place in the prospect’s men- 
tal background as possible. 

There is not necessarily the 
slightest correlation between how 
much a person likes your adver- 
tising, as advertising, and the 
sales job that advertising does for 
your product or service. 

This is old, old stuff. But it can- 
not be repeated often enough. 


Crusty Old Creative Man 


There are undoubtedly scores of| believe they are good for, and im- 
people in the advertising business; portant to the advertising busi- 


who would willingly commit may-| ness. 


Because he is impatient 


hem on The Creative Man, who! with the say-nothing, do-nothing 


conducts a cozy weekly corner in 
ADVERTISING AGE in which he| 
scans the advertising scene, usu-| 
ally with spectacles dipped in 
sharp vinegar. Fortunately for | 
his personal health, he maintains | 
a careful anonymity. 

We here love The Creative | 
Man’s Corner, because he writes | 
the way we'd like to be able to 
write. But we don’t run his stuff, | 


and give him free rein, without | 


threat of the editorial pencil, just 
to be amused. We take him seri- 
ously. 


“We believe that The Creative| 


Man’s pungent and 
pointed comments on the current | 
advertising scene are the most im-| 
portant single thing running in| 
the advertising trade press. 


extremely | 


advertisement, because he calls a 
spade a spade in language that) 
no one can misunderstand, be- 
cause he points out the wasteful- 
ness and inefficiency of the adver- 
tiser who isn’t thinking as hard 


or as intelligently as he might, he lend 


performs — magnificently — the 


same basic, important function as| Club”), where something always 


‘the burr under the burro’s tail. | pearly happens to a guy who’s 


He is not, of course, infallible. 
Sometimes he is wrong, sometimes 
he is harsh. But over the weeks he 


spurs a desire and a resolution to| Thoughts on Television 
| be less innocuous, more forceful, 


more effective in the hearts of 

thousands of advertising men. 
And that is important; how im- 

| portant, many of us are likely to 


learn before many more months) /says Don Dunphy and Bill Corum 


We have passed. made the fight sound brisk but “it 


| 


| Walcott fight that television means 


.“ 


“Here it is, Mr. Odell. 


But it isn't an insertion order, it's a cancellation. 


Gullible Gulliver 


Among our favorite travelogues, 
only incidentally because they are 
coupled with liquor, are those con- 
ducted by Hiram Walker & Sons 
on behalf of Canadian Club. 

These travelogues are as routine 
as those of Mr. Fitzpatrick, and 
almost as colorful. 

These are the stock ingredients: 
a guy whose name seems vaguely 
familiar, traveling in a fairly 
exotic place. Then comes a little 
patter about the place, generally 
with an element of danger—you 
know, it’s easy to fall off a moun- 
tain, and volcanoes are hot, and 
even the weariest river may con- 
tain an energetic crocodile. Some- 
thing almost happens to the guy 
with the vaguely familiar name. 
He nearly slips and falls, or he 
teeters on the edge of the boat 
while the crocodile eyes him 


hungrily, like a cocktail party 
guest surveying the canapes, or) 
a rock from the volcano bounces | 
real close to him. Then he quickly | | 
retires to some pleasant place. 
where a waiter shows up with | 
Canadian Club. Well, sir, you) 
could knock the guy over with a 
swizzle stick! But there it is, real 
Canadian Club! 

He gets over his surprise quickly 
because in his travels he has be- 
come convinced of one thing— 
Canadian Club shows up in un-| 
expected places. As Gene Rossi, | 
who recently testified to CC’s vir- | 
tues after having nearly been hit) 
by a boulder while looking at) 
Paricutin, one of Mexico’s vol- 
canoes, put it: “Somebody, some- 
where, has always produced a | 
bottle of this memorable whisky | 
at particularly memorable mo-| 
ments.” That’s your world trav-| 
eler: blase, inured to the unex-| 
pected, even six-year-old whisky. | 

We get a sort of cliffhanger | 
feeling from reading these ads, 
and can hardly wait from issue to} 
issue to discover in what romantic 
clime what person we ought to 
| know will nearly have something 
happen to him and wind up drink- | 
ing Canadian Club. 

And it is with this thought that 
we leave lovely Canadian Club- 
(“In 87 lands no _ other 
|whisky tastes like Canadian 


sure to live to the next bottle. 
Next week, Pago-Pago. 


John Lardner—among others— 
noted during the Joe Louis-Joe 


that radio announcers can no 
longer make a waltz sound like a 
|real blood - letting. Mr. Lardner 


was as brisk as the floor of the 
Dead Sea.” 

The moral is plain enough; if 
the customers can see what’s hap- 
pening, there is no longer any such 
thing as “hotting up” an event. 
This is going to be rough on an- 
nouncers, reporters (we’ve read 
accounts of football games we 
could hardly imagine being iden- 
tical with the one we’d seen), and 
admen. 

Somehow we just can’t imagine 
that any televiewers are going to 
be taken in by “Whiter than 
white,” or “wetter than water,” or 
any of the other claims currently 
made which would be just a little 
tough to prove. 


|Words, Pix 


This is the illustration from a 
mailing piece. Running the Ad- 


libbing Poll, an impartial and un- 


|predictable operation, we asked 


& 


YOU KNOW WHAT THIS SAYS! 


various friends what they thought 
the Chinese words said. 

1. I’m cold. 

2. I wish I had a coat. 

3. I need a haircut. 

Visual Specialists, who sent it, 
says it means “One picture is 
worth a thousand words.” 


Jottings 


Did you hear about the G.I. in| 


Korea who wrote Liberty and 
asked for the remaining instal- 
ments of a mystery? Liberty sent 
them to him, and shortly after- 
ward received a manuscript from 
him, along with a letter saying he 


liked Liberty’s story but thought | 


he had a better one. . . 

An amateur economist friend of 
ours notes among the signs of in- 
flation that Dime Detective is now 
15 cents. . . 


The following documents m 
be secured without charge fri » 


companies sponsoring them or 
through ADVERTISING AGE, by ay 
national advertiser or advertisi ig 
ageney executive writing on )} js 
business letterhead. Address A)- 
VERTISING AGE, 100 E. Ohio S§&:,, 
Chicago 11. 


No. 3125. 13th Annual Grit Rea- 
er Survey. 


Grit has published its 13th an- 
nual study of brand preferences in 
the small town market, in which 
the publication covered about the 
same subjects included in the met- 
ropolitan newspaper surveys such 
as those of the Milwaukee Jour- 
nal, Philadelphia Bulletin and 
others. Tabbed sections deal with 
automotive, drugs and cosmetics, 
grocery products, home appli- 
ances, home improvements, to- 
bacco and miscellaneous items. 


No. 3126. Life and the Merchants 
of Main Street. 


This profusely illustrated bro- 
chure, issued by Life, reports the 
publication’s merchandising activ- 
ity in the department store, food, 
drug, appliance and men’s wear 
fields, with records of merchants’ 
use of Life and the results they 
are getting. 


No. 3127. Route List of Houston 
Retail Grocery Stores. 


The Houston Post has issued a 
route list of retail grocery stores, 
which includes a list of super- 
market chains, wholesale grocers, 
brokers, distributors (truck), meat 
and fish markets, egg and poultry 
dealers, fruit and vegetable stores, 
with a map of city routes. 


No. 3128. Market Data and Media 
File, 1947-1948. 

Statistical data concerning the 
farm equipment market, a detailed 
circulation report, Implement & 
Tractor’s editorial aim and ac- 
| complishments, its advertising rec- 
ord and other information is con- 
tained in this loose-leaf file folder, 
issued by Implement & Tractor. 


3086. McGraw-Hill Census 

Shows Industrial Concentra- 
tion. 

The purpose and accomplish- 
ments of the McGraw-Hill Census 
of Manufacturing Plants are re- 
ported in this folder, which gives 
some statistics from the survey to 
show where American industry is 
_concentrated; an article from /n- 
_dustrial Marketing reporting on 
‘the survey, and several statistica! 


| No. 


| tables showing distribution of 
plants. Published by McGraw- 
| Hill. 


| No. 3087. Brand Distribution Sur- 
vey, Food and Grocery Store 
Products, 1948. 
Number of stores 
items, per cent distribution, «nd 
chain store distribution are re- 
ported in this study, published b 
Station KMA, Shenandoah, Ia. ! 
covers brands of food produ:ts 
soaps, wax, polishes and deod \r- 
izers, and candy, gum, toba‘c' 
and cigarets. Because of a lin- 
ited supply, the report is av: il- 
able to advertisers and agenc:és 
'on a loan basis only. 


stock ing 


No. 3065. Leisure Time Activii ¢: 
of Collier’s Adult Readers. 

The expanding market 0 
products: used in leisure-time « ¢- 
tivities is pointed out in this stu 1) 
\issued by Collier’s. Sports, g ' 
dening, photography, music 
many other interests and hobb es 
of the publication’s’ readers : re 
shown, with details about own: '- 
ship of and preference for cert: '" 
makes of equipment. 


ad 
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the one [itll paper 
for your industrial selling jobs... 


and why 


Only one magazine in America measures up to every one of 
those exacting specifications. Its name is Modern Industry. 
Modern Industry enjoys the largest U. S. coverage, at 

all influential levels, of any publication that is directed to 
the enterprising management men of America’s 


manufacturing industries. 


Let Modern Industry display your product or services to the 


men whose verdict means more sales to Industry at lower cost. 


In tracking down the one magazine that is best fitted 
to serve as the very foundation for your industrial 
advertising program, just check these features of 
Modern Industry against your requirements for your 
basic horizontal paper—the backbone of your hardest 


industrial sales promotion job. Modern Industry— 


@ goes to the men you'll need as aggressive 
champions on your side, when buying decisions 
are made in the 31,500 plants that produce 89% 
of the total volume of American manufactures. 


@is received by 55,000 such men in those 31,500 
foremost plants. 


@is read by about 200,000 men in those plants— 
from production-minded presidents through 
superintendents, engineers and purchasing agents 
to the enterprising department heads. 


e@ reaches the most dynamic group of men in 
American management. 


@ appeals to such men in every type of manufacturing 
industry, from capital durables to consumer 
non-durables. 


e@ wastes no costly, useless circulation on men 
not engaged in industry, not concerned with 


plant operations. 


@ covers every aspect of Industry editorially— 
Production, Distribution, Labor Relations, Materials, 
Costs, Methods, New Products, Equipment. 


@ appeals by its interesting, informative, enjoyable 
articles about Industry to the men who want to know 
more than their own specialty. 


@is researched, written and edited by its own staff 
of industrial journalists, thoroughly familiar 
with their fields—and by no one else. 


edelivers your sales message in a big format that 
carries visibility, prestige and readability unequalled 
by any other publication in the industrial field. 


e and delivers it at only a fraction of the cost of 
any other magazine or group of publications which 
reaches the same selected audience. No other 
magazine confines its circulation to this vital group 
of the men who count most in the plants that 

count most in American Manufacturing Industry. 


The One Vital Paper For Your Big Industrial Selling Jobs. 
Published by Magazines of Industry, Inc. 347 Madison Ave., New York 17, N. Y. 
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Moss & Arnold Named 


Moss & Arnold Company, New 
York, has been appointed to han- 
dle all advertising and sales pro- 
motion for Realcraft and No-Hike 
slips and Jubilee bras, products 
of United Mills Corporation, 
Mount Gilead, N. C. Women’s 
and fashion magazines, newspa- 
pers, trade publications, direct 
mail and store displays will be 
used 


Modglin Names Bothwell 


W. Earl Bothwell, Inc., Los 
Angeles, has been appointed to 
handle advertising of Modglin 
Company, Los Angeles. Promotion 
of Dura-Brooms and other plastic 
products is planned. 


FRE ir ot your ads 
LIFE-like EYE* 


monthly. Mat or Glossy 
Print plan at low 

Write for new FREE 
proofs No. 108. No obliga- 
tions. BYE*CATCHERS. 
10 BE. 38 &t., N. ¥. C. 16 


‘Ottumwa Courier’ 


Marks 100th Year | 


Ortrumwa, Ia.— The Ottumwa 
| Courier will hold a celebration | 
| Aug. 7 to mark its 100th anni-| 
versary. 

John Huston, publisher, said the | 
centennial observation will be a} 
“salute to the community. . . This 
city has been good to us, and this | 
is our way to show how we feel | 
about it.” 

The Courier, parent paper of! 
the Lee group of midwest dailies, | 
was founded Aug. 8, 1848, as a/| 
weekly, when Ottumwa was a pi- | 
oneer village of 300 people. It be- 
came a daily during the Civil War | 
and now has a circulation of| 
18,500. 

The centennial edition will in- 
clude a 16-page section, without 
advertising, containing a 40,000- 
word history of the newspaper 
and the community. 
| Mr. Huston said there will be 
| no attempt to sell congratulatory 


advertising, “as is a general cus- 
tom. The special section will con- 
tain no advertising at all. The 
regular edition . . . will include 
advertising but our salesmen will 
make no personal solicitation for 
congratulatory copy.” 

’ Ceremonies will include a street 
dance, vaudeville acts and other 
entertainment. 


| RUNS JUBILEE ISSUE 


Port ArtHurR, Tex.—The Port 
Arthur News ran 58 pages of spe- 
cial articles and ads here recently 
on the occasion of the 50th 
anniversary of the founding of 
this city. 


Davis Joins Maxon 

Tyler Davis, formerly with the 
Kudner Agency, New York, has 
joined the New York staff of 
Maxon, Inc., as an account ex- 
ecutive. Prior to his association 
with Kudner, Mr. Davis was 
with Batten, Barton, Durstine & 
Osborn, J. Walter Thompson 
Company and Kenyon & Eckhardt, 


\New York. 


San Franciscans 


Aw 


Have More Spending Money 
Than Almost Anybody* 


*Of the nation’s 200 largest cities, San Francisco 
is first in per capita net effective buying income. 
Source: SALES MANAGEMENT'S Survey of Buying 
Power dated May 10, 1948. 
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AND ONE COLUMBIA STATION 
SERVES THEM ALL 


Represented Nationally by Edward Petry & Co. Inc. 


Pacific Agricultural Foundation, Led. 
Sen Jose, Californie 


Fredda Lorraine Schwartz, on the staff of Julian Gross Adver- 
tising Agency, Hartford, married Maurice Shlien of Middletown 
Conn., on Independence Day. . . And Bob Ellison, on the sale: 
staff of WONS, Hartford, married Patricia Haley of Coral Gables 
Fla., in Hartford last month... 

Oscar J. Ellertson, ad and export manager of Pioneer Engineer- 
ing Works, Minneapois, has been given added duties as chairman 
of Minneapolis Chamber of Commerce international trade com- 
mittee. He organized the group last fall and served as its chairman 
for the half year... 

Milton Blackstone, owner of The Blackstone Co., New York 
agency, is writing a weekly television column for the Herald oj 
Westchester, White Plains. . . Jack Cornelius, BBDO v.p., Minne- 
apolis, and his pert wife, Miriam, entertained Gen. and Mrs. Mark 
Clark at their island summer home on Minaki in Canada. The 
Sixth Army commander had entertained Jack in San Francisco 
recently. .. 

Amon Carter, publisher of the Fort Worth Star-Telegram and 
widely famed for that old West Texas hospitality, was host las! 
month to Floyd Odlum, chairman of Consolidated Vultee; Delos 
Tentzel, head of the Civil Aeronautics Administration, and John W. 
Snyder, Secretary of the Treasury... 

Will C. Grant, head of Grant Advertising, and Mrs. Grant, who 
parked their four children with Grandma Waller in Dallas last 
April, are back at their Winnetka, Ill., home, reunited with the 
family after a ’round-the-world 
air tour. Grant execs in Shang- 
hai, Calcutta, Johannesburg and 
many other places had a chance 
to talk things over with the 
boss. .. 

Luther G. Andrews, pres. of 
Andrews Advertising, Lincoln; 
Neb., was host July 27 at the 
agency’s annual open house— 
this time, celebrating 13 years 
of operation. Howard H. 
Monk, head of Howard H. Monk 
& Associates, Rockford agency, 
will be toastmaster at the ban- 
quet opening the Illinois State 
Chamber of Commerce aviation 
forum in Peoria, Aug. 5-6. Mr. 
Monk, an aviation enthusiast, 
pilots a Beech Bonanza when he 
goes out on agency business... 

Kay Long, vice-president and 
fashion director of the Abbott 
Kimball Company, and Mrs. 
Grace Durocher, executive de- 
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signer of the Forest City Gar- 
ment Company, sailed for Eu- 
rope last week where they will 
cover the fall fashion collec- 


IN MINN.—John T. (Buck) Wilson, 
central division manager, Kraft Foods 
Co., Chicago, adds a smug look after 
a successful day's fishing at Kraft's 
Borderline Lodge, near Ely, Minn. 


tions in Paris. . . 

Recent visitors to the Spencer W. Curtiss Co., Seattle agency, 
found that cigars came easy. David Pollock, agency head, was the 
father of a third child, Ann. Howard Vierling, account executive, 
a few days later became a father for the second time; his was 
a boy, James Howard... 

Chet E. Billings, head of the advertising sales department of 
Successful Farming, was presented with the Des Moines Adclub’s 
Most Valuable Man award, an honor conferred annually on the 
member who is adjudged to have given the most outstanding 
service to the club during the preceding year. Chet was publicity 
chairman of the club last year... 

Jack Rogers, publicity, promotion and merchandising director 
of WBAP, Fort Worth, is back on the job after an emergency 
appendectomy the first week of July. . . Walter B. Haase, station 
manager of WDRC, Hartford, CBS basic station for Connecticut, 
is celebrating his 24th year with the station. . . 

E. F. Warner, publisher of Field & Stream, caught two salmon 
the first day he ever had a salmon rod in his hand up at Ste. Anne 
des Monts in the Gaspe Peninsula. One of them weighed 28 pounds 
and took an hour and 10 minutes to conquer, Mr. Warner reports. . 
“Advertising Procedure,” written by Otto Kleppner of the Klep- 
pner Company, New York agency, has been translated into Spanis 
and published in Buenos Aires for Latin American distribution. . . 

Officials of the H. D. Lee Company, Kansas City, Mo., manufac- 
turer of work clothes, gave a dinner July 19 in honor of J. M. 
Mitchell, who is celebrating 50 years of service with the company 
in various sales and advertising posts. He has been secretary o! 
Lee since 1919... 

Frederick G. Rosenburgh retired as New York district sales mg) 
of Pennsylvania Salt Mfg. Company July 16, having served th: 
company for 50 years. Charles A. McCloskey is taking over th 
post... 

Arthur C. Kaufman, v.p. and director of Gimbel Brothers, an 
head of the Philadelphia store, has been elected a trustee of th: 
Penn Mutual Insurance Co... The new mayor of Fredericksburg 
Va., is Josiah P. Rowe Jr., editor and publisher of the Fredericks 
burg Free Lance Star... 

If anyone wonders why New York looks empty, maybe it’s be 
cause a lot of advertising people are away soaking up some sun- 
shine for a couple of weeks. For instance, Robert Saudek, ABC 
vice-president in charge of public affairs, is motoring through New 
England with Mrs. Saudek; Mr. & Mrs. Gardner Cowles of Loo! 
are off to Europe; Hal Davis, Kenyon & Eckhardt publicity direc- 
tor, is spending two weeks at his summer home in Brewster, N. Y. 
and Dave Driscoll, director of news and special features for WOR 
is away—destination unknown. . . 

John L. Bradley of Newell-Emmett Company was married las‘ 
month to Evelyn A. Davis. . . April Oursler, daughter of Fulton 
Oursler, senior editor of the Reader’s Digest and originator and 
supervisor of ABC’s “Greatest Story Ever Told,” was married 
several weeks ago to Martin F. Armstrong Jr. 
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frequencies as to make its de- 


Armstrong Charges | | velopment and use on a national 
| basis impossible”, and with ob- 
| structive interference in the pat- 
CA, NBC with FM «= 
rE shy eH to ‘Newsweek’ 
Jatent Infrin in | General Carl Spaatz, retired, 
oo, chief of staff of the inde- 
|pendent United States Air Force, 
New York—Dr. Edwin H. Arm-| joins the staff of Newsweek, 


trong, the inventor of FM, filed New York, Aug. 1 as air and 
uit July 22 in U. S. district court | military consultant and as con- 


directorship of the British Ad- 
vertising Association, succeeding 
J. L. Henderson, who resigned in 
January. 

Mr. Armstrong has been adver- 


Hooper Promoted 


George Hooper Sr., Detroit rep- 
resentative of the company since 
1945, has been appointed to the 
new position of manager of auto- 


tising manager of Grape Nuts 
Company Ltd. and Courtauld’s 
Ltd., and formerly held the chair- 
manship of the Incorporated Ad- 
vertising Managers’ Association. 


motive Restfoam sales for Hewitt- 
Robins, Inc., Buffalo. 


British Ad Group 
Elects Armstrong 


Drummond L. Armstrong, co- 
founder of the Armstrong Warden 


in 


1200 West Lake Street 


ne phone TAYlor 4260 


n Wilmington charging Radio| tributing editor. 


‘orporation of America and its 


ubsidiary, the National Broad-| 


asting Company, with infringe- 


vent of five of his basic FM pat- | 


ents. 


| 
| 
| 


The suit further alleges that) 


RCA has sought a monopoly in 
licensing of radio patents, and ac- 


cordingly has induced other com- 


panies to infringe the Armstrong 
patents. 

The inventor asks a temporary 
injunction pending trial of the ac- 


a permanent injunction, an assess- 
ment of all damage caused by in- | 
fringement, and a judgment of | 
three times the amount of actual 
damages, plus court and legal 
costs. 


Helped Break Monopoly 


Of RCA-NBC’s “monopolistic” 
intent, the complaint said: “The 
inventions made possible a great 
increase in the number of broad- 
casting stations in the U. S. and 
threatened to upset the monopo- 
listic control of radio broadcasting 
in which RCA and NBC partici- 
pated; and the patents .. . consti- 
tuted a threat to RCA’s monopoly 
of patent licensing in the radio 


tion against further infringement, | 


| 


| 


| 
| 


| 


| 
| 


field. RCA and NBC... failed | 
and refused to put said inven-| 
tions into use and deliberately set | 
out to oppose the same and im-| 
pair the value thereof by delay- | 
ing the commercial development | 
and public use of said inventions 
and to compel plaintiff to sell the | 
transfer control of said patents to | 
RCA.” 

Particularly, Dr. Armstrong 
charges the defendants with “is- 
suing or causing to be issued pub- 
lic statements belittling said in- 
ventions and misdescribing them”’; 
with disparaging statements “for 
the purpose of preventing other 
radio broadcasters and manufac- 
turers from becoming interested in 
said inventions .. .”; with trying 
to get the FCC to allocate to FM 
“so small a number of usable radio 


for the Carriage Trade 


the Marriage Trade 


T. reach the carriage trade or the 
narriage trade use Dunhill lists. 
V hether it’s lists of homeowners in 
t! e fine-estate class, brides-to-be or 
; others of children from two to six, 
T unbill has them. Dunhill claims 
( ith a bow towards a great store) 
* hat if it’s in this world, Dunhill’s 
£ tit!” So if it’s lists you want... 
a.y kind, anywhere, here and 
4 road, any number...call Dunhill. 


Dunhill List Co. Inc. 


Copt. U, 565 Fifth Ave., New York 17 | 
PLaza 3-0833 
8 anches: Washington, Atlantic City, Chicago. 


lagency, has been elected to the Chicago, Illinois 


AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 


“Pick Me Qut A Nice Brown Loaf, Chris!’’ 


food, cleaner food and more leisure. No wonder 
the American family today can have its cake 
and eat it too! 

Paper-makers, as always, are looking ahead; 
planning even better paper for the next even bet- 


ter half-century! International Paper Company, 
220 East 42nd Street, New York 17, N.Y. 


He picked it out—by the touch system! One 
loaf after another he handled, pinched, poked, 
put back. And he did the same for all his good 
customers! 


‘The bake shop’’ has grown up! How that 
housewife of the 1890’s would envy the house- 
wife of the 1940’s—who has a nice brown loaf 
often delivered right to her door, yet untouched 
by human hands. Protected by paper—bakery 
products reach the tables of America as clean, 
fresh and delicious as when they left the oven! 


During the 50 years of International Paper 
Company’s existence, the paper it has made has 
contributed much to the quality and safety of 
the nation’s diet. Cups for cakes, plates for pies; 
wrappers, liners, containers of all kinds—made 
from International paper—all add up to better 


INTERNATIONAL PAPERS 
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‘Greatest Story’ Is 
Shortwaved Abroad 


Goodyear Tire & Rubber Com- 
pany’s “Greatest Story Evef Told” 
program, heard over the Ameri- 
can Broadcasting Company on 
Sundays, 4:45 p.m., is now being 
heard throughout the world 
through the facilities of the World 
Wide Broadcasting Foundation. 
The program, which dramatizes 
the teachings of Christ, is being 
shortwaved to 58 foreign countries 
through stations WRUL, WRUW 
and WRUX. Kudner Agency, 
New York, handles the program. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


Account to Curtiss; 
Haughey Gets Sales Job 


Wasnington Iron Works, Seattle, 
manufacturer of logging equip- 
ment and diesel engines, has ap- | 
pointed Spencer W. Curtiss Com- | 
pany, Seattle, to handle its ad-| 
vertising. Business papers in the | 
lumber and marine fields will be | 
used. 

Joseph M. Haughey, formerly 
sales manager of the industrial 
ind marine division of Packard 
Motor Car Company, San Fran- 


sisco, has been appointed sales 
nanager of Washington Iron 
Works. 


Gleisser in New Post _ 
Mare D. Gleisser nas resigned 
as copywriter for McDonough- 


WASHINGTON — All Federal Re- 
serve districts reported gains in 
department store sales for the 
week ended July 17, as the total 
dollar volume for the U. S. rose 
9% over the corresponding week 
of last year. 

The index increased from the 
low-point of 219 for the week 
ended July 10, to 237 for the week 
of July 17. 

Greatest district increase was 
registered by the St. Louis 
(eighth) and Dallas (1lth) dis- 


Reserve F igures on Department Store Sales 


Leading the cities was the Hous- 
ton sales increase of 39%. Colum- 
bus, O., reported a 20% rise, and 
Miami, Tulsa and Portland, Ore., 
all showed boosts of 19%. 

Only three cities reported losses 
in the latest Federal Reserve 
Board tabulation. Cincinnati 
showed a 6% year-to-year de- 
cline, Seattle had a 4% sales drop, 
and Indianapolis fell two per- 
centage points from the previous 
year’s sales. 

Yr.-to-Yr. % Gain 


Lewy, Inc., Cleveland agency, to} ;,; : Mo. Week end. 
- aaveparr pee *, join the Cleveland Heater Coin- See: SEE SS ee MATE S| wetsess Saserve aay Jey 
Division any as copy supervisor. Before 14% year-to-year gain. Smallest} district and city May 10 17 
</ 900 Kibby St., Lime, USA joining the agency he sp ent five district increment was the 2%|UNITED STATES.. 3 r—5 9 
years on the editorial staff of the | Sales boost in the San Francisco| ¥9st0m bce Ei ae 
Trosonerts Op. 4 © | Cleveland Press. (12th) district. itn cons tod —§ —{ il 
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You'll profit from these 
POST MARKET STUDIES 


when selling Cincinnati: 


ASK THE POST! 


Take advantage of these 
POST MARKETING SERVICES: 


e New information on Cincinnati city zone 


families and their buying power. 
e Cincinnati buying habits and brand pref- 
erences for department store type mer- 


chandise. 


e How Cincinnatians read newspapers. 


here’s more help = 


known brands. 


chains and independent outlets. 


stores; liquor and wine outlets. 


Continuous Monthly Grocery Inventory shows 


sales and stock-on-hand figures for more than 350 well- 


Grocery Distribution Check shows percent of dis- 
tribution for 51 major grocery classifications stocked by 


Route Lists are available for retail grocery and drug 


In addition to these factual studies, the Post has 


compiled a wealth of pertinent data—not avail- 
able from any other source—covering all phases 


of market analysis. For market and market- 
ing information tailored to your specific 
needs—ask the Post! 


And remember, the Cincinnati Post reaches 


over half a million peopie each evening—the 


active, responsive, Cincinnati market! 


incinnati Post 


SCRIPPS — HOw aa 


THE NEWSPAPER FOR ACTIVE cinCINNATIANS 


Robert K. Chandler, Manager, General Advertising 
CINCINNATI 2, OHIO 


Represented by the General Advertising Department of Scripps-Howard Newspapers 


DEPARTMENT STORE 


1935-39 EQUALS 100 


Week to July 17, ’48* p237 
Week to July 10, ’48* p219 
Week to July 19, ’47*.217 
Week to July 12, ’47* .228 
Month of May, *48....309 
Month of May, ’47....289 


pPreliminary. 
*Not adjusted seasonally. 


B 


Springfield ..... —1 14 3 
Providence ..... —5 10 17 
New York District 2 —10 7 
PIOUS cceccces 4 —9 1 
Ee 1 r—2 13 
Now Form ...:.- 1 —ll 7 
Rochester ...... 3 r—6 7 
PE ce ncacce —1 r—1l11 12 
Philadelphia Dist... 5 —2 11 
Philadelphia .... 3 —3 13 
Cleveland District. 3 --4 11 
BE 54.54) 64000 5 — 18 
Cincinnati ...... 1 —3 —6 
CIlOVOINMS 3.2.0.5 3 —3 11 
Columbus ...... Ss q 20 
Sea 4 ~-1 11 
Pittsburgh ..... 4 —10 12 
Richmend District. 0 r—s i) 
Washington —§ —l1 6 
Baltimore ...... —5 —2 11 
Atianta District .. 3 —-1 12 
Birmingham .... 11 2 10 
) i 1 4 19 
yu ere eer 4 r—9 2 
New Orleans ... 6 6 18 
Nashville ....... 3-13 2 
Chicago District... 1 0 10 
Oe --4 0 10 
Indianapolis .... 1 --7 —2 
BE Gabeeeess 1 —l 13 
Milwaukee ..... 5 4 17 
St. Louis District. . 2 r—3 14 
Little Rock ..... 4 --1 18 
Louisville ...... 1 —7 5 
i OE 40 6 cess 1 3 15 
Memphis ....... 0 —T7 6 
Minneapolis Dist... Ss ° bd 
Minneapolis .... 8 ° sad 
De. ee ko dences 3 ° s 
Duluth-Superior. 13 e e 
Kansas City Dist... 6 —-! Ss 
ays 4 --4 5 
i... See 9 17 6 
Kansas City .... 5 —l1 x 
St. Joseph ...... 0 ° 4 
Oklahoma City . 6 8 16 
EE A 6 Aa 4) 0-6 6 20 -—8& 19 
Dallas District .... 6 0 14 
0 0 —12 4 
Fort Worth .... 3 rill 8 
CS 18 18 39 
San Antonio .... 7 7 10 
San Francisco Dist. 5 —10 r2 
Los Angeles Area —1l —14 2 
Ce ae 3 —14 3 
San Francisco .. 3 --S 7 
WOPSEARS cesses 4 -—4 19 
Salt Lake City.. 6 ° ° 
le —l —17 4 


r—Revised. 
*—Data not available. 


Williamson Heads Sperti 


Hugh S. Williamson has been 
elected president of Sperti, Inc., 
Cincinnati, succeeding Ralph A. 
Lustro, who resigned several 
months ago. Mr. Williamson, at 
one time executive vice-president, 
treasurer and a director of Gen- 
eral Aniline & Film Corporation, 
New York, will be responsible for 
the activities of Sperti, Inc., and 
all subsidiaries, including Sperti 
Foods, Inc., Schock-Gusmer & 
Co., Sperti Citrus, Inc., Sperti 
Chemicals and Sperti Faraday, 
Inc. 


Joins NBC Video Net 


KDYL-TV, Salt Lake City, has 
joined the NBC television net- 
work. The new station is owned 
by the Inter-mountain Broadcast - 
ing Corporation, which also or- 
erates KDYL, NBC’s AM outlet i: 
Salt Lake City. 
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ANA Asks Dailies 
for Six Months’ 
Rate Protection 


New York —Six months’ rate 
, rotection for national advertisers 
|. being urged on newspaper pub- 
| shers by the newspaper commit- 
tee of the Association of National 
Advertisers. Robert J. Keith of 
Pillsbury Mills, Minneapolis, is 
chairman of the committee. 
= The ANA action follows a re- 

1 


ee ee | 


cent resolution of the newspaper 


3 committee of the American As- 
7 sociation of Advertising Agencies 
: (AA, June 14), which urged 

13 newspapers to “revert as soon as 
7 possible to the policy of granting 
“as one year’s rate protection on all 
11 national advertising and to elimi- 
13 nate . . ._any discrimination in 
11 rate protection between one ad- 

& vertiser and another.” H. H. Ky- 
11 nett, Aitkin-Kynett Company, 
20 Philadelphia, is chairman of this 
o Four A’s committee. 

9 Mr. Keith pointed out that the 
6 ANA committee’s resolution was 

11 taken in the interest of maintain- 
fe ing newspaper advertising volume 
19 and to aid advertisers in planning 
2 campaigns. He said that about 
7 10% of all daily newspapers in the 
10 country now give less than six 
10 months’ protection. 

“— Like the Four A’s resolution, 
17 the ANA resolution urges news- 
14 paper publishers to “eliminate any 
18 discrimination in rate protection 
- as between one advertiser and an- 
6 other,” and adds, “regardless of 
e channels through which space is 
. purchased.” 
om 
8 
5 Chevrolet, 153 Papers 
8 Boost Soap Box Derby 
2 The annual All-American Soap 


19 Box Derby is co-sponsored by 


Olesen Names Yambert 


The Otto K. Olesen Company, 
|Los Angeles, distributor of spec- 
tacular lighting equipment, has 
named the Ralph Yambert Organ- 
ization, Hollywood, to handle its 
advertising. 


Albee Joins Rapid 

Jack R. Albee, formerly an ac- 
count executive with the Ralph 
Yambert Organization, Hollywood, 
has joined the Rapid Blue Print 
Company, Los Angeles. 


Rippey Appoints Ewing 
Vernon R. Ewing has been 


named an account executive for | 


Arthur G. Rippey & Co., Denver 
agency. He will handle advertis- 
ing for the Ranch-Way feed di- 
vision of the Colorado Milling & 
Elevator Company. 


St. Regis Nets 10% 


Net income of St. Regis Paper 
Company, New York, continues to 
amount to more than 10% of sales 
volume. In the first half of 1948, 


net income rose to $8,744,935 on 
net sales of $83,907,818. In the 
first half of 1947 net income was 
$7,696,147 on net sales of $69,- 
033,514. Net sales for the full 
year 1948 are expected to reach 
$170,000,000, as compared with 
$143,864,583 in 1947, when net in- 
come was $14,631,325. 


Colahan Changes 


Breg M. Colahan, formerly an 
account executive of Ralph Yam- 
bert Organization, Hollywood, has 


Wy . 
joined the Acweltone Corporation 
of California, lithographer, at the 


company’s main office in Vernon, 
| Cal. 


Copy That SELLS! 
Don't fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells... 
and fast! 


Box 7115, Advertising Age 
100 E. Ohie St., Chicago 11, ti. 


| 


| 


14 153 newspapers in the United 
4 States, Canada, Alaska and Pan- 
8 ama Canal Zone this summer, ac- 
a cording to Chevrolet Motor divi- | 
_ sion of General Motors Corpora- 
2 tion, which has conducted the 
3 event annually for 11 years. 
7 Eliminations are under way 
19 and finalists will compete in 
7 Akron Aug. 11 to 15. The cham- 
= pion will win a four-year college 
scholarship to the college or uni- | 
versity of his choosing. Second 
prize will be a Chevrolet. 
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IN LOS ANGELES 


428,007 HERALD-EXPRESS FAMILIES 
ACCOUNTED FOR 1947 RETAIL SALES 
TOTALING $1,483,995,279 


This is our own conservative figure 


based on state retail sales tax returns, 


but calculated on Sales Management’s estimates, 


the total goes up to $1,523,680,000.* 


So here it is—a one package retail market 


of a billion and a half dollars 
absolutely and completely covered 


by a single daily newspaper—the Herald-Express 


with the largest daily circulation 
in the West’s largest city. 


*Copyright 1948 Sales Monagement’s Survey of Buying Power, 


further reproduction not licensed. 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 
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Pittsburgh Permit 


for Stratovision 
Asked of FCC 


WasHINGTON—Westinghouse told 
FCC last week that it is ready to 
provide Pittsburgh and the area 
within 250 miles of that city with 
television service based on the 
stratovision airborne system 
worked out in cooperation with 
Glenn L. Martin Company. 

Requesting exclusive use of 
Channel 8 for the vicinity, E. T. 
Morris, Westinghouse manager for 
stratovision, asserted “that experi- 
mental flights show that major 
teehnical problems in stratovision 
broadcasting have been solved.” 

At Tuesday’s hearing, Westing- 
house proposed to operate a strato- 
vision plane over Pittsburgh in 
conjunction with a ground tele- 
vision station to be established at 
KDKA. 

Although Westinghouse argued 
for only one stratovision station 
at this time, the commission was 


INFORMATION 
N MARKETS 
AND MEDIA? 


Branham Research 
can help you — with- 
out charge! 


Just call a Branham- 
man! He has Market 
and Media Informa- 
tion, and advertising 
“*know-how.” 


Call Branham 


Chicago 
New York 
Detroit 
Dallas 
Atlanta 
Charlotte 
St. Louis 
Memphis 
San Francisco 
Los Angeles 


THE |. 2-9 


BRANHAM 


COMPANY 


National 


18 : . 


told that a coast-to-coast network 
linking New York and Hollywood 
through stratovision has been 
projected. 

Requiring only eight planes fly- 
ing about 400 miles apart, the 
stratovision network purportedly 
could handle four television and 
five FM programs. 

It was further claimed that six 
additional strategically located 
stratovision planes providing 
added coverage in the southeast 
and northwest, would assure tele- 


vision service for 78% of the na- 
tion’s population. 


Publishes Proceedings 
of Opinion Meeting 
National Opinion Research Cen- 
ter, 4901 Ellis Ave., Chicago 15, 
has published the proceedings of 
the Second International Confer- 
ence on Public Opinion Research, 
which was held at Williams Col- 
lege in September, 1947. 
A limited edition of 800 copies 
is available for general distribu- 


tion, at $5 each, with a 20% dis- 
count to libraries or for single 
orders of 10 or more copies. Net 
income from the publication will 
be turned over to the treasury of 
the American Association for Pub- 
lic Opinion Research. 


Pacific Names 3 

Ted Parsons, formerly staff 
member of Pacific National Ad- 
vertising Agency, Seattle, has re- 
joined the agency to head an ex- 
panded creative department. 
Frank V. Twist has been promoted 


Advertising Age, August 2, 1948 


to head the production depart- 
ment, and L. R. McIntosh, account 
executive, will add the duties o/ 
directing a new food merchandis- 
ing department. 


NBC Promotes Ehrgott 

Walter Ehrgott, who joined the 
National Broadcasting Company 
New York, seven years ago as a 
script typist and rose to manage: 
of program booking, has been pro- 
moted to associate director in the 
operations division of the program 
department. 


Only the American 
: System Can Give us 
the Bountiful Life 
We All Can Enjoy 


THE IRON AGE « HARDWARE AGE + DEPARTMENT STORE ECONOMIST *» BOOT AND SHOE RECORDER * MOTOR AGE 
COMMERCIAL CAR JOURNAL « THE SPECTATOR LIFE INSURANCE IN ACTION 
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RCA Briefs 800 
Southern Dealers 
for TV Invasion 


CampEN, N. J.—In preparation 
for television’s invasion below the 
Mason-Dixon Line, 800 represen- 
tatives of southern radio and tele- 
vision retailing organizations have 
met with RCA Victor officials to 
map out programs for the video 
expansion in their regions. 


| 


Meetings were held in Dallas, 
Fort Worth and Memphis with 
local distributors of RCA Victor 
instruments as hosts. 

Henry G. Baker, general sales 
manager of the RCA Victor home 


instrument department, headed 


the delegation of RCA executives 
participating in the meetings. 
Others in the group were Dan 
Halpin, television receiver sales 
manager, and Jack M. Williams, 
home instrument advertising and 
sales promotion manager. 


NAM Replaces Round 
Table Show with Quiz 


The National Association of 
Manufacturers replaced its current 
ABC round-table discussion series, 
“It’s Your Business,” on July 27 
with a new opinion-research quiz 
program, “What Do People Think,” 
Tuesdays, 10:30-10:45 p.m. The 
program is placed direct. 


Super Pyro Drive Set 
U. S. Industrial Chemicals, New 
York, will promote Super Pyro 


anti-freeze during October, No- 
vember and December in Collier’s 
and The Saturday Evening Post, 
plus business papers. The agency 
is Geyer, Newell & Ganger, New 
York. 


Treyz Joins ABC 

Oliver E. Treyz, former man- 
ager of the research department 
of Sullivan, Stauffer, Colwell & 
Bayles, New York, has joined the 
American Broadcasting Company, 
New York, as a writer in the 
presentations department. 


T.. American System is the one system that 
affords every man—and every woman—a real 
chance to prosper and reap rewards commen- 
surate with his degree of talent, industry, and thrift. 


The advocates of other systems keep harping on 
the desirability of ‘spreading the wealth’. They 
say nothing about where this wealth is to come 
from. They blind themselves—and try to blind 
others—to the fact that only Capitalism provides 
. provides the means 
of making more and more jobs available. They 
ignore the fact that collectivism, because it stifles 


for the creation of wealth. . 


ambition and pays a premium on sloth, eats away 
the wealth they talk of sharing. Were they truth- 
ful, their slogan would be: “Let's all be equal 
in poverty’’. 


The “From Rags to Riches” story made famous by 
Horatio Alger is the true story of Capitalism. Through 
industry and thrift, a man accumulates property 
represented by his home and his savings . . . creates 
his own capital and can, through the purchase 
of stock on the open market, profit through Ais 
contribution to the creation of jobs for other 
men and women. 


We, at Chilton, feel that there is a need for constant 
repetition of the simple truths of Capitalism...a 
simple demonstration of the fact that in our Amer- 
ican system of enterprise we provide a real incentive 
for the man, or woman, of talent and industry to 


Chestnut and 56th Sis. 
Philadelphia 39, Pa. 


profit by doing his best in the trade or profession 
he has chosen. 


CHILTON COMPANY (INC.) 


100 East 42nd Street 
New York 17, N. Y. 


CHILT ON 


* THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY « THE JEWELERS’ CIRCULAR-KEYSTONE « AUTOMOTIVE INDUSTRIES 
* THE SPECTATOR PROPERTY INSURANCE REVIEW «+ DISTRIBUTION AGE 
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THE POSSIBILITY of using an 
extremely high powered and effec- 
tive all-round printed salesbuilder 
and having it cost only as much as 
pe care to pay for it—yes, even 
without cost—probably has never 
occurred to most manufacturers 
doing business through retail out- 
lets. Yet, there is such a sales- 
builder, which, as some users will 
attest, can do a magnificent job of 
creating good will between con- 
sumer and dealer, consumer and 
manufacturer, and between dealer 
and manufacturer, and at the same 
time, expanding sales for both. 

Let’s eall it THE SPONSORED 
MAGAZINE. It differs greatly 
from the usual type of publication 
called The House Organ. Planned to 
win and activate the consumer’s in- 
terest, the sponsored publication 
—by merit of its regularity, its 
format, and the general design of 
its content—meets with whole- 
hearted acceptance by the dealer’s 
best customers and prospects. 

The MANZ VIEWPOINT, as 
applied to the Sponsored Magazine, 
dictates a formula which has proved 
highly effective—just to name a 
couple: the automobile field and 
the home owner field. The publi- 
cations, as Manz suggests, follow 
pretty much the pattern of a 
successful radio show, in that we 
include in the publication’s content 
about ninety percent of general 
interest material, appropriate of 
course to the field of the manu- 
facturer, and about ten percent 
purely commercial or direct selling 
of the product. 

Manz has the know how to get 
the dealer to pay all or part of 
the cost of production, imprinting, 
and the mailing. The dealer has 
found that, because the publication 
is mailed direct to his customers 
and prospects regularly, in time 
they begin to look forward to its 
arrival. Carrying his imprint, and 
in some instances his individual 
message, the publication becomes 
his personal messenger. Further- 
more, the practice of including a 
reprint of the manufacturer’s cur- 
rent national advertisement, the 
dealer appreciates that the national 
program is brought straight to his 
individual benefit. 

Manz has the facilities and abil- 
ity to gather and prepare all of 
the material needed to develop 
a highly interesting publication 
month in and month out. 

It will cost you nothing to have 
a Manz man outline for you how 
we conduct the entire project, even 
the manner in which we hold meet- 
ings from coast to coast with deal- 
ers and with field men. The entire 
mechanical production is handled 
under the single roof of Manz, 
from where only the tops in letter- 
press and offset printing is per- 
mitted to be delivered. 


Uny Size Sob us 
a Manz Size Soh 


MAN 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Penn-Jersey to Klein 


Penn-Jersey Auto Stores, Inc., 
with 23 aceessory stores in Penn- 
sylvania and New Jersey, has ap- 
pointed Philip Klein Advertising 
Agency, Philadelphia, to direct its 
account. Newspapers and spot an- 
nouncements will be used. 


Appoints Rippey Co. 
Arthur G. Rippey Company, 
Denver, has been appointed to 


handle advertising of the Ranch- 
way Feed division of Colorado 
Milling & Elevator Company, Den- 
ver. Ed M. Hunter Agency, Den- 
ver, continues to place flour divi- 
sion advertising. 


Snead Moves Offices 


C. N. Snead Advertising Agency, 
Roanoke, Va., has moved from the 
Boxley building to 113 W. Kirk 
Ave. Edward B. Lassiter has been 
named chief account executive. 


Have You Heard About 


tHE S 


Then what are you waiting for? Tele- @ 
phone New York, Murray Hill 9-1988 
RIGHT NOW! 


The SAMPLIZING Plan, Inc. 53 East 34th St., New York 16,N. Y. 
@*eoeeeeeee?eee#eeeeseteseeees#s € 


for details. 


Patent orrice 


PLAN 


\Dutty Heads 
Four A’s Media 
Group Committee 


New Yorx—B. C. Duffy, presi- 
dent of Batten, Barton, Durstine & 
Osborn, New York, has been ap- 
pointed chairman of the new 
standing committee on media re- 
lations established by the Ameri- 
can Association of Advertising 
Agencies. 

In addition to supervising ac- 
tivity in protecting and improving 
media relations with agencies, the 
committee will coordinate the as- 
sociation’s five individual media 
committees, whose chairmen are 
members ex-officio. 

Serving as members are: C. A. 
Brocker, Geyer, Newell & Ganger; 
George Dibert, J. Walter Thomp- 
son Company; H. H. Dobberteen, 
Benton & Bowles; Winthrop Hoyt, 
Charles W. Hoyt Company; Philip 
W. Lennen, Lennen & Mitchell; 
T. J. Maloney, Newell-Emmett 


Company; Monty Mann, Tracy- 
Locke Company; E. E. Sylvestre, 
Knox Reeves Advertising, and 
George Weber, Mac Wilkins, Cole 
& Weber. 

Ex-officio members are E. A. 
Elliott, Fletcher D. Richards, Inc.; 
Carlos Franco, Young & Rubicam; 
J. J. Hartigan, Campbell - Ewald 
Company; H. H. Kynett, Aitkin- 
Kynett Company, and Guy Rich- 
ards, Compton Advertising. 

Richard L. Scheidker, Four A’s 
vice-president, is committee sec- 
retary. 


Gardner Appointed 
Southern Comfort Corporation, 
St. Louis, has appointed Gardner 
Advertising Company, St. Louis, 
to handle advertising of Southern 
Comfort and Coffee Southern. 


McKeown Appointed 


Passavant Memorial Hospital, 
Chicago, has appointed the Mit- 
chell McKeown Organization to 
handle its public relations pro- 


In a word, the answer is ideas . . . practical ideas 
on buying, selling and management developed 
by the nation’s most successful merchandisers 
... ideas kept fresh and live by publication every 


two weeks . 


. . ideas made authoritative by 93 


years of experience in serving this specialized 
field . . . ideas with real dollar-and-cents value 
for men in the hardware business. 

But— meaty editorial is only part of the story. 
Hardware Age’s advertising is also packed with 
profit-producing ideas. Because many more man- 
ufacturers use 2% times as many advertising 
pages in Hardware Age as in any other paper in 


the field, leading 


hardware merchants instinc- 


wer anit 


enanneneewe® 


+ 


DWARE 


100 EAST 42nd STREE 


lo more Hardware Men 
read HARDWARE AGE \ 
than any other Trade Paper? 


tively turn to Hardware Age first. In their need 
for product information and selling ideas, mer- 
chants find advertised in Hardware Age practi- 
cally all of the products offered for distribution 
through hardware channels ... it saves their 


valuable time. 


Examine the facts that prove regular, respon- 
sive readership—the extraordinarily high 
80.80% renewal percentage, the only wholly 
voluntary, prepaid circulation in the national 


\ | 


\ 


field, the overwhelming acceptance by experi- 


enced advertisers. Better still—try a schedule 
and prove for yourself the power of Hardware 


Age advertising. 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


Advertising Age, August 2, 1948 
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BARGAIN—Quaker Oats Co., Chicago, 4 2 
ran this 500-line ad in 169 newspapers Bost 
throughout the country last Thursday San | 
and Friday for a coupon offer of one. Th 
half price on a package each of erate 
Quaker Puffed Wheat and Puffed Rice. five 
Sherman & Marquette, Chicago, is the BP radio 
agency. the ] 
has g 
Forest City Uses ff °"\‘ 
‘vy = # gi 
Life’ to Push oe 
Junior Dresses ian 
(Picture on Page 37) Gre 
CLEVELAND—In an unusual ex-f§ netwc 
periment, Forest City Mfg. Com-§ from 
pany here will run a full-colorf§ 920,91 
page ad for its Carole King junior year 
dresses in the Aug. 16 issue of fj amou! 
Life. with 
The company, which spends ™ the y 
about $200,000 annually to adver- 
tise its Carole King, Doris Dodson 
and Martha Manning dress lines Com 
in eight fashion magazines, claims Joh: 
to be one of the first dress manu-@ "8 m™ 
facturers ever to use a full-color folk : 
page in Life. ns 8 
The ad shows four junior chain 
dresses—for shopping, for after-B tors j, 
noon, for campus and for dates—f late J 
priced from $15 to $17 retail. The 
copy is headed, “This Week! See Joins 
these typical Carole King junio! 
dresses in the windows of over a E 
3,000 fine stores in over 3,000 cot c 
cities . . . coast to coast.” joined 
The company said that the 3,000% jo. rn, 


retailers with the Carole King 
franchise will tie in with the ad 
through local newspapers, direct 
mail and window displays. 

Maurice Lionel Hirsch Com- 
pany, St. Louis, is the agency for 
the Carole King line. 


Grant Staff Shifts 


Grant Advertising, because of 
increased -business volume, has 
made several personnel changes 
in its Detroit office. Warren 0 
Seelye, Iodent account executive, 
has been named general manager 
of the office; Andrew T. Howlett 
becomes copy chief; William A. 
Simpson is promoted to art di- 
rector; Walker Graham is new 
supervisor of the public relations 
department, and Charles H. How- 
son, recently with Sears, Roebuck 
& Co., has been named director of 
traffic control. 


Mechonicol ® Et 
ma Addressing from 
Me Metco! Plates 2 


SUPerior 8154 > 
8 W. Ontario, Chicago 10, Iiline 
THE DAY YOU WANT IT- 


— THE WAY YOU WANT IT!‘ 
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Stock Exchange 
Lists 1,689,017 
Shares of ‘ABC’ 


New YorkK—The New York 
Stock Exchange last week listed 
1 689,017 shares of American 
Proadcasting Company $1 par 
V 
t 


August Zz, 


ilue common stock under the 

‘ker symbol ABC. 

Purchased in October, 1943, by 
Edward J. Noble, now chairman 
o! the board, for $8,000,000, the 
network consisted of 168 affiliated 
stations. Since that time 100 sta- 
tions have joined ABC, of which 
five are owned and operated di- 
rectly by the network. These are 
WJZ, New York; WENR, Chicago; 
WXYZ, Detroit; KGO, San Fran-| 
cisco, and KECA, Los Angeles. 

Before the end of this year ABC | 
owned and operated television 
stations will be on the air in New 
York, Chicago, Detroit, Los An- 
geles and San Francisco. The ABC 
video network currently embraces 
14 stations from Fort Worth to 
Boston and from New York to 
San Diego. 

The network also owns and op- | 
erates FM stations in the same 
five cities where it owns standard 
radio and television stations. In| 
the past two years the network | 
has gained such sponsors as Philco, 
United States Steel and more re- 
cently Kaiser-Frazer. Its new 
giveaway program “Stop the 
Music,” has been among the first 
15 programs in the two latest 
Hooper reports. 

Gross billings from the sale of) 
network radio time have increased 
from $13,588,253 in 1942 to $42,- 
920,914 in 1947. Net profit for the 
year ended Dec. 31, 1942, | 
amounted to $52,609 as compared 
with net income of $1,520,756 for 
the year ended Dec. 31, 1947. 


Commander Promoted 


John B. Commander, advertis- 
ing manager of the eastern divi- 
sion of Colonial Stores, Inc., Nor- 
folk, Va., has been appointed ad- 
vertising director of the entire 
chain operation, with headquar- 
ters in Atlanta. He succeeds the 
late John P. Hall. 


Joins ‘Farm Journal’ 

C. P. Gilkison, formerly head of 
sales for the Graham-Paige Mo- 
tors Corporation, York, Pa., has). 
joined the sales staff of the Farm 
Journal, Detroit office. 


10, Hline 
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LOCUST ST. 


C. Flynn Joins Lessing 


Connor T. Flynn, for the past | 


two years in the combined adver- 
tising departments of Wallaces’ 
Farmer & Iowa Homestead and 


Wisconsin Agriculturist & Farmer, | 


has joined Lessing Advertising 
Company, Des Moines. Mr. Flynn, 
son of R. J. Flynn, president of 


the Lessing agency, will handle! 


accounts and assist in the man- 
agement. 


To Fashion Council 


J. H. Perper, formerly head of 
the New York Herald Tribune’s 


ATLANTIC CITY 


and its world-famous boardwalk — where 
millions from every state and nation find 
pleasure and relaxation. 


For complete coverage of these millions of 
yearly visitors contact 


MAXWELL 


WRITE TODAY 


For available rates and locations write 


retail merchandising service, has 
been appointed managing director | 
of the Miami Fashion Council, ef- 
fective Aug. 16. The Miami coun- 
cil will seek to promote country- 
wide consumer acceptance of tne | 


“Made in Miami” label. 


Spot Movie ads sell for ord dealers 


Agency: J. Walter Thompson Company 


FORD has been so successful with dealer spots 
in color on theatre screens that these ads are now 


televised, too, in black and white. 


For thousands of dealers, in thousands of 
theatres, Spot Movie ads sell new and used cars, 
trucks and Ford service. Sign-off is neighborhood 
dealer’s name and address. This is the fourth of 
a series of Spot Movies produced for Ford Dealers 


through J. Walter Thompson Company. 


Are you putting your dealers 


way out front for sales ? 


Only Spot Movie ads sell with sight, sound, 
music and demonstration — in color or black and 


OMITED FILM SERVICE, INC.: RAMSAS CITY - CHICAGO - CLEVELAND 


MOTION PICTORE ADY. SERVICE CO. INC: NEW ORLEANS « WEW YORK» SIRMINGHAM ATLANTA. MEMPRIS 


Representatives throughout the 4S States 


white. In no other medium can you be sure your 
audience pays fixed attention. 

Let Movie Advertising Bureau show you how 
easy it is to sell with Spot Movies, either with or 
without dealer-signature. Ask the Bureau to arrange 
a screening for you of current 60 and 80-second 
films for famous brands. Find out about the Bureau’s 
Continuing Study of Theatres, a continuous report 
service which analyzes the selling power of 11,250 
theatres screening Spot Movie ads and gives data on 
nearly all U. S. theatres — a total of about 17,930. 


Call or write today for Movie Advertising Bureau’s 
16-PAGE STORY OF THE CONTINUING STUDY. 
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Auto, Old Gold 
Ads Rate First 
in ARF Study 


New York—A 1,490-line ad an- 
nouncing the opening of a new 
Lincoln-Mercury showroom in the 
Messenger, Athens, O., topped all 
previous ads measured to date in 
the local automotive category, ac- 
cording to the Continuing Study 
of Newspaper Reading conducted 


by the Advertising Research) 


Foundation. 
The ad, in the June 3 issue of 


SALES INCENTIVE AWARDS 


space 
| 
Write for New ji - ig 
Edwin W. Lane Co. . 


W. Randolph, Chicage : 


|sodent division, 


the newspaper, stopped 41% of the 
men and 58% of the women. It 
also took first place on the men’s 
list of best-read local ads in the 


|survey issue and tied for third | 


place on the women’s list. 


cigarets took first place on both 
men’s and women’s lists of best- 
read national ads with a score of 
22% for men and 17% for women. 


Appoints Crittenton 


Charles N. Crittenton, former 
assistant sales manager cf the 
toilet articles division of Colgate- 


'Palmolive-Peet Company for the 
|past 15 years, has been appointed 


general sales manager of the Pep- 
Lever Brothers 


Company, with headquarters in 


Blinn to Brightman 

George H. Blinn Jr., advertising 
manager of the Old Colony Gas 
Company of Massachusetts, has 
joined the promotional staff of the 
Julian Brightman Company, Cam- 
bridge, Mass. 


A 590-line ad for Old Gold. 


‘It’s 3-to-1 a Product Field 
Has a Dominating ‘Big Four’ 

WASHINGTON—FTC greeted the 
returning Congress with a report 
dismally estimating that “mo- 
nopoly” has proceeded to the point 
where it’s a 3-to-1 chance that 
more than half of any product 
_ chosen at random is turned out by 
four or fewer producers, and even 
money that a “Big Four” turns 
/out 75%. 

Resuming its 22-year fight for 
legislation to curb mergers, FTC 
candidly admits there is little 
room for further consolidation in 
many fields— steel, automobiles, 
tires, copper, glass—and even in 
|feod and textiles, former strong- 


By STANLEY E. COHEN, Washington Edit 


| holds of small business. 

“Like Alexander the Great,” 
FTC mourns, “the modern mo- 
|nopolist may have to bring his 
/merger activities to a halt owing 
simply to the imminent absence of 
new worlds to conquer.” 

* aa * 

Though instalment sales have 
more than tripled in the past two 
|years, Federal Reserve itself is 
now admitting that they have not 
“run wild” since credit controls 
were lifted. Although at an $8.5 
billion peak in 1947, instalment 
sales have not regained their pre- 
war importance on total retail 
sales. A special retail credit sur- 
vey, reviewed in the July “Fed- 
eral Reserve Bulletin,” indicates 


Merry Christmas, Miss Miller... 


a TEACHERS 
Dear Miss Miller hd Mo, 
You work hard Helping you to plant the seeds of good citizen- 
It is no easy task to turn 27,000,000 hows and ship seems to us (oO be sound business, That's 
girls into healthy, intelligent citizens. Yet in vour why, for example, we are working with clerentary a 
quite eflective way that is what you and the school teachers in a joint Nutrition Education 
millon other teachers of America’s children are program why we are cooperating to the fullest 
helpane to do. And vou are doing it in spate of with those organizations seeking to improve your ' 
venerally inadequate pay scales, overcrowded working and living Conditions 
classrooms, and w idespread inditlerence to vent And so: Miss Miller. we want vou to know that 
problenys our “Merry Chiistmas” to von this season carries 
| We cannet forget that our company has a very with it sincere thanks and appreciation for the 
i real stake in the reaudis of vour euidance and vitally important job you are deine 
i leadership. Quite suddent vse hovs and girls of 
vours will become the workers. che farmers, the Yours sincerely, 
; stockhol ' the customers upon whom we The Men and Wermen 
| depend for existence of General Mills 


The Best Public 


Is Public Service Advertising! 


Relations Advertising 


TugUS 5 


that instalment sales lag becaus 
disposable income and cash re. 
serves remain high. 

* * * 

The Department of Agricultur: 
which never misses a bet, is join 
ing with television networks an. 
stations in a research project t 
determine the most effective way 
of televising agricultural an 
home economics programs. One o 
the pioneer users of radio, the de 
partment draws on funds from th. 
Research and Marketing Act fo 
its studies of television productio: 
techniques and costs. Final re 
ports are to include surveys o 
consumer reaction to differen 
types of programs and presenta 
tions. 

* om * 

Commerce Secretary Charles 
Sawyer is trying to interest schoo! 
authorities in a plan which utilizes 
the nation’s 600,000 teachers as 
enumerators for the 1950 popula- 
tion census. With more than 61,- 
000,000 employed in the U. §S., 
Census Bureau has no illusions 
about its chances of getting to- 
gether a competent field force for 
the population count. Under the 
plan now before authorities and 
teachers, schools would close for 
a week in April, 1950, for the 
census, and teachers would re- 
ceive the usual pay rate for census 
enumeration. 

a * * 

A vigorous campaign to interest 
Americans in European travel is 
now being worked out at Com- 
merce Department’s office of in- 
ternational trade, as a supplement 
to the “Marshall Plan” aid for 
Europe. As it stands now, low 
cost facilities to and from Europe 
and “off season” tours would be 
developed to provide Europe with 
a maximum number of tourist 
dollars. 

% us at 

Some economists say that 
higher freight rates, and the elimi- 
nation of basing point pricing, 
will force industrial decentraliza- 
tion. The military are pushing, 
too. A report by the National Se- 
curity Resources Board, peace- 
time agency studying industrial 
mobilization, urges industry to 
disperse. Dispersion, the board 
says, is essential to security. The 
board urges dispersion of individ- 
|}ual product facilities as well as 
|plant facilities. 

* * * 

Margarine people are making 
the most of the special congres- 
sional session. Unable to get their 
tax repealer to the Senate floor 
during the regular session, they 
have been demanding that it now 
become one of the chief orders of 
business. They are confident they 
have the votes—if the Senate 
leadership lets the measure reach 
the floor. 

* me * 

Television gets the publicity— 
but FM Association finds that FM 
broadcasters are investing more 
money ‘in transmitters,  stucio 
equipment and antennae than 
either television or AM broad- 
casters. There are now 575 cor- 
mercial FM stations serving more 
than 350 communities, the asso- 
ciation says. 


Preston Named Director 


of WGN Programming 


Station WGN, Chicago, has r-- 
‘organized its program departme: t, 
and has named Walter J. Prestc 1, 
|formerly commercial program c '- 
‘rector, as program director. 
| Bruce Dennis, formerly direct 1 
'of public relations for the statio ), 
|has been appointed assistant pr - 
|gram director in charge of oper: - 
tions, and James G. Hanlon, M° 
'Dennis’ assistant, becomes pub! ¢ 
relations director. 


| Advertising Moves 


Advertising, Inc., Washingt. 
agency, has moved to new offic: s 
in the Arlington building, 10:° 
Vermont Ave. 
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“THE BUSINESS WEEK 
WOULD BE INCOMPLETE ] 


without the : 
close reading 


0 


dvertising Age’’ 


Says 


HUGH M. HITCHCOCK 


DIRECTOR OF ADVERTISING AND 
PUBLIC RELATIONS 


PACKARD MOTOR CAR COMPANY 


‘*. . . It gives me news, current and timely, 
in the fields which spell my bread and but- 


ter. Besides that, its searching ‘profiles’ on 
a given business in practically every issue 


throw into interesting perspective the role of Mr. Hitchcock joined Packard’s advertising depart- 
ment in 1922 and rose through departmental posts to 


my profession in that particular operation. 
Frankly, I like it 1? He is a director of the Association of National Adver- 


the position of advertising manager in 1939. 


tisers. During World War II, he was a member of the 

public relations committee of the Automotive 
Council for War Production, and cur- 
rently is a member of the Automobile 
Manufacturers Association public rela- 


tions committee. 
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Soap & Glycerine | 
Group Elects Peet | 


Roy W. Peet, chairman of the| 
American Fat Salvage committee 
and former vice-president of Col- 
| gate - Palmolive - Peet Company, 
has been elected manager of the) 
Association of American Soap & 
Glycerine Producers, New York, 
succeeding Roscoe C. Edlund, who 
resigned several months ago. 

During the five and a half years 
that Mr. Peet has been chairman, 
the salvage committee, working 


,with government 


cooperation, , 
spent $7,000,000 in advertising and | 
salvaged more than 850,000,000 
pounds of fats. 


WSEE Joins ABC Net 


Station WSEE, St. Petersburg- 


Stock of ‘Post’ 
Tampa, ia. has, become « ‘ele- im Durblic Trust 


Broadcasting Company, New) 
York, bringing the total of ABC | 
video affiliates to 14. The new 
station will make its debut early | 
next year. 


Meyer Puts Voting 


WaASHINGTON—Eugene Meyer, 
who nursed the Washington Post 
| from bankruptcy to a place among 
|the world’s top newspapers, an- 


CONCENTRATED COVERAGE 


IN AMERICA’S 5TH FARM MARKET THE DAKOTA FARMER has 
more Dakota subscribers than any other periodical. 


Year in and year out Dakota farm families—138,000 of 


of them TODAY —read and 


messages carried in The Dakota Farmer. 


Yes, The Dakota Farmer is 


ed since 1881 specifically for, and in the interest of, the 
Dakotas. 100% of the editorial content is of intensive 


interest to Dakota farmers. 


OTA 


/nounced a plan last week designed 
| to assure long range direction of 
the paper “as an independent 
|newspaper dedicated to the public 


Advertising Age, August 2, 1948 


| Although the committee has no| gence staff of the Far East Air 
| authority or responsibility for the | Forces. 
policies or operations of the Post,| Like Mrs. Meyer, Mrs. Graham 
‘it has absolute discretion to ap-| has been an active participant in 
| prove or disapprove any persons| the Post, working in various de- 
|}to whom it is proposed to trans- | partments for more than 10 years. 
fer voting shares. | In announcing the new arrange- 
|ment, Mr. Meyer said that his own 
A Neophite at 57 awareness of the power and re- 
Members are appointed for life.| sponsibility of a newspaper has 
|In the event of death or resigna-| been sharpened by his government 
|tion, remaining members are au- | service, and his daily work in run- 
|thorized to select replacements. | ning a newspaper. 
Mr. Meyer expressed hope that) Self Restraint Involved 
committee members would seek | 
the advice of staff members and| “TO survive, a newspaper must 
‘other competent newspapermen in| >€ a commercial success,” he said. 
‘approving new owners of voting | “At the same time, a newspaper 


Soe 


respond to the advertising 


the only farm paper publish- 


"ABERDEEN, SOUTH DAKOTA 
_ J. P. MALONEY, Advertising Manager 


interest.” 


Voting stock control of the Post | 


has now been turned over to Mr. 
and Mrs. Philip Graham, son-in- 
law and daughter of Mr. Meyer. 
But subsequent voting stock trans- 
fers are to be controlled by an in- 
dependent committee, charged with 
protecting Post standards of pub- 
lic service. 

In announcing the responsibili- 
ties and personnel of this commit- 
tee, which is self-perpetuating, 
Mr. Meyer explained that it is 
the purpose of the Grahams and 
Meyers that “the control of the 
Post shall be treated as a public 
trust and that it shall never be 
transferred to the highest bidder 


without regard to other considera- | 


tions.” 
Control Transfers 


Transfer of voting stock to the 
Grahams was not unexpected, 
since Mr. Graham had been in 
direct charge of the paper as pub- 
lisher since returning from mili- 
tary service in 1946. 

“It is the joint concern of Mr. 
and Mrs. Graham and Mrs. Meyer 
and myself that the Washington 
Post shall always serve the prin- 
ciples of independence and public 
service,” Mr. Meyer said in a 
front page announcement. “The 
committee has been established so 
that any control of the Post sub- 


sequent to that of Mr. and Mrs. A graduate of Harvard Law) 


shares. has a relation to the public inter- 
Members of the committee are: | est which is different from that 
Chester I. Bernard, president, of other commercial enterprises. . . 


| Rockefeller Foundation; James B. 
_Conant, president, Harvard Uni- 
'versity; Colgate W. Barden Jr., 
| president, University of Virginia; 
_Bolitha J. Laws, chief justice of 
| the federal district court here, and 
|Mrs. Millicent C. McIntosh, dean 
of Barnard College. : 
Mr. Meyer purchased the Post 
and entered journalism at 57 in 
June, 1933, after successful careers 
in government and business. In 
15 years, with the active assist- 
ance of Mrs. Meyer, he built the 
paper into one of national influ- 
|}ence and reputation. 
| During his years as publisher, 
‘he remained active in local and 
|national civic affairs. In June, 
1946, he resigned as editor and 
|publisher to undertake the or- 
| ganization of the World Bank. Mr. 
Meyer remains chairman of the 
board of the Post, and its non- 
voting stock remains in the hands 
of Mr. and Mrs. Meyer. 


Was Justice Reed’s Clerk 


Mr. Meyer expressed full confi- 
dence that the Grahams will pre- 
serve the principles of independ- 
‘ence and public service. At 33, 
|Mr. Graham is one of the young- 
‘est metropolitan newspaper pub- 
‘lishers in the country. 


| “The authors of the Bill of 
Rights considered any government 
interference with the press incom- 
patible with American ideas of 
freedom and liberty. 

“It is also possible for the pub- 
lic interest to be defeated by the 
way a newspaper is conducted 
since the principal restraint upon 
|a newspaper owner is self-re- 
| straint. I am confident that the 
|appointment of this committee 
| will assure the Post a manage- 
'ment conscious of its public re- 


| sponsibility.” 


2nd BMB Study 
Will Measure 


FM and Video 


New YorK — The most impor- 
tant innovation of the second na- 
| tionwide study of station and net- 
‘work audiences to be conducted 
|/next March would be the supple- 
mentation of stations’ total weekly 
audience figures with information 
‘on frequency of listening, Hugh 
|Feltis, president of Broadcast 
Measurement Bureau, told the 
fourth NAB district meeting at 
White Sulphur Springs, W. Va., 
last week. 

Mr. Feltis said that ballots have 


Graham will always be deter-| School, and former president of | already been tested to assure an 
mined by loyalty to the same! The Harvard Law Review, he! accurate statement of the daily 


ideals.” 


|came here in 1939 as law clerk to 


| frequency with which people listen 


Newly amended articles of in- | Supreme Court Justice Stanley | to each station, separately for day- 
corporation provide that voting| Reed, and the following year be- | time and nighttime. 


shares in the Post shall be trans-/came law clerk to Justice Felix | 
| ferred only to persons considered 
by the committee to view the pub- | 


| Frankfurter. 
After wartime service in the 


| BMB also plans to measure FM 
/;and television station audiences, 
| Mr. Feltis reported. He also told 


lication “as an independent news- Office of Emergency Management| tho meeting that the BMB reports 


the community and the nation, in 
keeping with the principles of a 
free press.” 


| paper dedicated to the welfare of|and Lend-Lease Administration, | yi}) pe revised 


“he entered the Army as a private 
'in the summer of 1942, reaching 
\the rank of major on the intelli- 


a 


are breaking all rec 
on trees in the Ph 


Imports from the 


this rich Far Easte 


bined readership of 


Albert C. Capotosto 


Ramon Roces Posucarions - 


Coconut trees, that is. Philip- 
pine exports of coconut products 


history's highest. Money is growing 
being spent for American goods. 


$427 million last year. 
Sell your products duty free in 


trade restrictions. Payment is made 
to you ia U. S. dollars. 

The Philippine market is effec- 
tively covered by the ten Ramon 
Roces Publications, with a com- 


Fickin’ money off trees is a cinch ! 
E> 0 ( .ssin the Philippines ) 


Each publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a spe- 
cific job. Together, they provide 
island-wide coverage, influencing 
the buying habits of brand-conscious 
Filipinos. They prefer goods of 
American manufacture. Write for 
further information. 


ords. Prices are 
ilippines! And 


U. S. exceeded 


rn market. No e 6 
Magazine 
over 2,000,000. 


Tel.: 


MANILA ¢ PHILIPPINES 


Publishers of THE EVENING NEWS © LIWAYWAY ® KISLAP © ALIWAN ® DAIGDIG 
PILIPINO KOMIKS © BANNAWAG ® BISAYA-HILIGAYNON ® THE WOMAN’S HOME JOURNAL 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


United States Offices — 270 Park Avenue, New York 17, N. Y. 


MUrray Hill 8-4777 


, with station audi- 
ence reports containing detailed 
information on both weekly and 
average daily audiences. 

The BMB area report will differ 
| from that for the first study in 
that non-subscribers will not be 
prod ee The BMB now has 
'more than 700 subscribers. 


White Rock Names 
Schmitz Ad Director 


Val A. Schmitz, former adver- 
tising and sales promotion man- 
ager of the F. & M. Schaefer 
Brewing Com- 
pany, Brooklyn, 
has been ap- 
pointed direc- 
tor of advertising 
and sales promo- 
tion of the White 
Rock Corpora- 
tion, New York. 

A leader in 
the development 
of point-of- 
sale merchandis- 
ing, Mr. Schmitz 
will supervise 
|the entrance of White Rock into 
‘the New York market with a new 
| line of “eight delicious beverages.” 


Issues New Rate Card 


_ Hillman Women’s Group has is- 
|sued rate card number eight, 
| which increases the black-and- 
| white page rate from $2,200 to $2,- 
|500 and black-and-one-color rate 
'from $2,640 to $3,100. The in- 
|crease is effective with November 
| issues, with rate protection offered 
‘advertisers up to and including 
'the issues for January, 1949. 


Val Schmitz 
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.S. News « World Report 


the 
ittee 
age- 
re- 


Dear Sir: | May 6, 1948 


Effective at once, the guaranteed circula- 
tion of "U.S.News & World Report” is increased 
from 300,000 to 350,000 net paid, A.B.C. We 
will continue to deliver a sizeable bonus in ex- 
cess of this guarantee. 


There will be no increase in advertising 
rates for the remainder of this year. Further- 
more, we do not contemplate any increase in rates 
for the year 1949. 


The success of the merger of The United 
States News with World Report has surpassed our 
expectations. Not only is our circulation lar- 
ger than any we have achieved in our 15 years of 
publishing, but our advertising revenues are run- 
ning 13 per cent ahead of last year. 


You will shortly receive a detailed rate 
card reflecting the new guarantee of 350,000, 
but, as pointed out above, the rates are those 
which have been in effect since January 2, 1948 
-- (Rate Card 21-A). 


Sincerely yours, 


Hora ft 


Director of Advertising 
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To Accent New Talent 


Brunswick Record Corporation, 
Decca Records’ new subsidiary, 
which was created to “offer new 
talent a place,” plans little con- 
sumer advertising. Advance Viny- 
lite pressings will be sent local 
disc jockeys; cooperative news- 
paper advertising will be used 
locally, and trade publications and 
direct mail have been scheduled 
through Newell-Emmett Company, 


New York. Brunswick is expected 
to compete with Decca. 


Gillette Earnings Rise 
Gillette Safety Razor Company, 
Boston, has reported that, for the 
six months ended June 30, 1948, 
its earnings were $7,019,126, as 
compared to $5,161,690 during the 
corresponding period of 1947. The 


earnings this year include those) 


of the Toni Company. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 


Expanding Litho 
Industry Trains 
Workers, Buyers 


Great Technical 
Advances, Larger 
Volume Forecast 


Waite SuLpHur Sprincs, W. Va. 
—The rapid expansion of demand 
for the products of the offset 
lithography industry has created 
problems of manpower and equip- 
ment which received major atten- 
tion at the 43rd annual convention 
of the Lithographers’ National As- 
sociation here. 

A broad program of training 
and education, for the purpose of 
adding new workers and up-grad- 
ing those now in the field, is 


|under way, based on the work of 
the Lithographic Technical Foun- 
dation, which prepares texts and 
other teaching material. Eleven 
schools are now providing tech- 
nical training, and at least 100 
lithographers have in-plant train- 
ing courses. 

One of the needs of the field is 
more visual training material, in 
the opinion of B. E. Callahan, 
president of the Inland Litho- 
graphing Company, Chicago, who 
described the training course of 
the Chicago Lithographic Institute. 
He urged the development of an 
industry-wide training program, 
implemented at the local level. 


New Equipment Studied 


On the equipment side, great in- 
terest and activity were exhibited 
in the development of bigger and 
faster presses, along with im- 
provement of plates. Bimetallic 
plates, capable of long runs with- 
out deterioration, are rapidly be- 
ing developed. At a panel discus- 


sion of research in equipment and 


lek 


Look at Levelcoat... 


for brightness 


Look at Levelcoat... 


for smoothness 


Ilastrated here is a typical use of Levelcoat*, not an actual bouklet 


Look at Levelcoat... 


for printability 


When it’s sparkle you want, choose a 
Levelcoat* printing paper! You'll find 
it a dramatic backdrop for type and 
illustration. You'll see color glow and 
blacks contrast sharply—on a paper 
now brighter than ever before. 


\t PAYS To 


4 Oo 
OK AT reve” 


* TRADEMARK 
TT. mM. REG. U.S. PAT. OFF. 


Compare Levelcoat grade for grade 
with any other coated paper. See for 
yourself the smooth result of careful 
clay selection, of controlled precision 
coating. You'll agree it pays to give 
your printing the Levelcoat lift! 


~ » 


PRINTING PAPERS — 


iF 


Press-test Levelcoat —for lustrous fin- 
ish which makes every impression a 
good impression. For uniformity which 
means smooth performance ream on 
ream. For that right combination of 
finer qualities defined as printability. 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Multifectt and Rotofectt. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


Advertising Age, August 2, 1948 


methods, George S. Dively, presi- 
dent of Harris-Seybold Company, 
Cleveland, said that while many 
postwar improvements have al- 
ready been incorporated in new 
presses and other lithographic 
equipment, long range research 
now under way will result in still 
further improvements from the 
standpoint of both speed and qual- 
ity reproduction. 

An LNA research indicating the 
major product interests of lith- 
ographers was of special interest 
in indicating the dominant posi- 
tion of advertisers as the primary 
customers of most plants. Out of 
176 plants reporting, 58.5% in- 
dicated their major interest is in 
the production of advertising ma- 
terial, divided as follows: adver- 
tising and display material, 31.8%; 
displays and dealer helps, 5.7%; 
packaging materials, 18.8%; post- 
ers and signs, 1.7%, and decalco- 
manias, 0.5%. An additional 38.6% 
gave this field as their secondary 
product interest, as follows: ad- 
vertising and display material, 
16.5%; displays and dealer helps, 
13.6%; packaging materials, 6.8%, 
and posters and signs, 1.7%. 


Urge School Attendance 

Informal discussion with lith- 
ographers revealed that their 
chief problem in the production 
of advertising materials is lack of 
technical knowledge on the part 
of agency art directors and pro- 
duction men. Much of the mate- 
rial submitted for reproduction, it 
was said, comes to the lithographer 
in a form poorly suited for re- 
production, thus adding consider- 
ably to the cost of the job. 

C. A. Nordberg, Chicago Offset 
Printing Company, said that 
schools like that conducted by the 
Chicago Lithographic Institute are 
now inviting attendance by agency 
production men and other repre- 
sentatives of advertisers, for the 
purpose of increasing familiarity 
with the technical phases of offset 
lithography and bringing about 
greater cooperation between buy- 
ers and producers of advertising 
materials. 

According to authorities at the 
convention, the annual volume of 
offset lithography is now running 
at about $300,000,000, but it was 
predicted that this total will soon 
hit $500,000,000 a year. This ex- 
pected expansion is the key to 
much of the discussion of man- 
power and equipment problems 
which dominated many of the ses- 
sions of the convention. 

George W. Hall, Western Litho- 
graph Company, San Francisco, 
was reelected president of the as- 
sociation. 

Other officers chosen were Ran- 
dolph T. Ode, Providence Litho- 
graph Co., Providence, R. I., vice- 
president; George C. Kindred, Kin- 
dred, MacLean & Co., Long Island 
City, N. Y., treasurer; W. Floyd 
Maxwell, executive director, and 
Edward D. Morris, secretary. 

Next year’s convention will be 
held at the Mission Inn, Riverside, 
Cal., May 8-16. 


Critchfield Appointed 
Griggs & Johnson, Chicago elec- 
trical equipment manufacturer, 
has appointed Critchfield & Co. to 
handle its advertising. Business 
papers and direct mail will be 
used, starting in September. 
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COMPANIONABLE—This is one of the 
four-color pages to be used this fall in 
seven magazines by Prince Gardner 
Co., St. Louis, for its Princess Gardner 
billfolds for women. Grey Advertising 
Agency, New York, handles the account. 


Prince Gardner 


Starts Record 
Billfold Drive 


Sr. Louis—The common billfold, 
which until about five years ago 
was an object strictly for bulging 
a man’s jacket or getting warped 
in a hip pocket, is being glorified 
by women. 

After achieving status as a femi- 
nine accessory no less important 
than shoes, gloves, handbag and 
jewelry, the billfold for women 
will stake another claim to dis- 
tinction when Prince Gardner | 
Company here features it in the | 
company’s largest advertising 
campaign this fall. 

Full-color page ads for Prince | 
and Princess Gardner billfolds 
will run in Calling All Girls, Col- 
lier’s, Cosmopolitan, Life, Made- | 
moiselle, The Saturday Evening | 
Post and Seventeen. In addition, 
85 newspapers will be used. Most | 
of the ads will run in November | 
and December to support retailers’ 
big Christmas gift season. 


Has Junior Billfold 


The company, which has an- 
nounced that sales in the first half 
of 1948 showed the greatest in- | 
crease in Prince Gardner’s history, 
claims that the chief reason for 
the increase is the unprecedented | 
popularity of billfolds for women. | 
The company’s designers are 
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I’M THE OFFICE BOY... 


1 SET THIS AD IN JIG TIME!” 


Even the boss -has stopped beefing 
about typesetting delays and high 
costs. Why? Fototype can be set for 
photo-re production in a matter of 
minutes, not days. 


] 


This ad is a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills, Simple? Anyone can set it-- 
you, your steno, or the office boy. 


Write for your copy of a free catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 


/ | OT OTYP. 7 


1415 ROSCOE STREET, CHICAGO 13 


keeping close check on colors and 
leathers of women’s shoes, hand- 
bags, gloves and fabrics so that 
feminine billfolds can reflect sea- 
sonal changes in accessories. 

The newest line is Tote’m, 
junior fashion billfold to be worn 
on the belt or fingers and carrying 
keys, coins, bills, mirror, comb 
and lipstick container. TO: 

Grey Advertising Agency, New 


York, handles the account. THOSE WHO USE ; 


Lever Names Leach 


Lawrence R. Leach, former as- 
sistant brand advertising manager 
on Swan, Rinso and Lifebuoy for 
Lever Brothers Company, Cam- 
bridge, Mass., has been appointed 
assistant advertising manager of 
the company in charge of Surf, 
Lever’s newest product. 


REPLY-0 LETTERS will do your 
selling job 


y¥ MORE EFFICIENTLY 
Vy LESS EXPENSIVELY 


TO SAVE YOU TIME, send along the 
following information when you request 
samples: Frequency of mailings, average 
size of mailings, type of list. This infor- 
mation will enable us to answer your initial 
letter with helpful, understandable facts 
and figures. 


@ In one short year, Kaiser-Frazer became one of the 1 nig, teem 
four largest producers of automobiles in the world! “nes nts 
It took sales to build a record like that .. . and Kaiser- aoe mie toe te a 
Frazer gives Spot Radio a big share of the credit! S235: Marr SAT om 3 
In the past twelve months alone, 63,000 SATs Sh tas ma AS 
announcements on 296 stations from coast to coast * “ua PIES Sn St, ™ 
have been building Kaiser-Frazer sales. 6 ee cut a cree 
Pea, Prrniittay te 
Kaiser-Frazer has found Spot Radio gets omy, OG 


results fast! It can be rushed to bolster weak points in 
some areas ... while giving extra support to strong 
markets. It can focus a lot of selling in a concentrated 


area, or make a limited budget cover a lot of 


territory. And, with Spot Radio, Kaiser-Frazer can 


buy the right times on the right stations 
in the right markets . .. without wasting 
money or effort on unprofitable areas! 


Spot Radio pays off for Kaiser- 
Frazer! Ask yourself whether this powerful, 
flexible medium will pay off for you. 
Then ask your John Blair man for complete 
information and advice. 


* Spot Broadcasting is radio advertising of 
any type (from brief announcements to 
full-hour programs) planned and placed on 
a flexible market-by-market basis. 


Offices in Chicago « New York « Detroit + St. Louis « Los Angeles San Francisco 


Kaiser-Frazer 
advertising is handled by 
Morris F. Swaney, Inc., 
Chicago, New York, Detroit, 
Hollywo 
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NATIONAL REPRESENTATIVES OF LEADIN 
ADIO AND TELEVISION STATIONS 
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4 Are you well represented ait! 


: he table on the opposite page gives you a quick-glance picture of al Thes 

“family affair’ of utmost importance to Anicrican advertisers. Mag: 

It shows that LIFE... America’s biggest magazine .. . is read ingg°"°" 

‘ 14,950,000 families. Th 
That’s better than one out of every three families across the country azine 

‘ -.. ora whopping 36% of all U.S. families! Or 


*The Magazine Audience Group is composed of seven 
of the country’s most distinguished market re- 
searchers. 


These specialists developed and tested the im- 
proved sampling and statistical methods used 
in CSMA, which has kept advertisers up-to-date 
on the size and quality of LIFE’s audience for 
the past ten years. 


They also made this study of LIFE’s family 
readership, using the same thorough research 
techniques. 
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Bulletin! 


NEW MAGAZINE AUDIENCE GROUP STUDY 
SHOWS TOTAL OF 27,572,000 LIFE READERS! 
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atithis important family affair ? 


re of a These figures are supplementary to LIFE’s Continuing Study of 
rs. Magazine Audiences No. 9, supervised by the Magazine Audience 
Group*. 


They suggest that in consumer goods, the readers of this one mag- 
azine —LIFE—can absorb all the production of most national brands! 


One single medium . . . 36% of total U. S. families! 


LIFE FAMILY READING BY FAMILY SIZE 


Persons in Family LIFE READING Individual 


Readers 
(10 years and Over) Individuals Families Per Family 


LIFE 
Family 
Coverage 


FIVE OR MORE 


PERSON 3,650,000 1,500,000 2.4 
FAMILIES 


even 
t re- 


46% 


ae 

date 

jas ronan. Penna 4,850,000 2,300,000 21 48 
- FAMILIES clea alias %o 


arch 


THREE PERSON 


FAMILIES 6,250,000 3,300,000 1.9 


ay 


39% 


TWO PERSON 


FAMILIES 10,300,000 6,900,000 1.5 


SINGLE PERSON 


FAMILIES 950,000 950,000 — 


TOTAL INCLUDING 


ONE PERSON FAMILIES 26,000,000 14,950,000 1.7 


TOTAL EXCLUDING 
ONE PERSON FAMILIES 


25,050,000 14,000,000 1.8 
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Auto Companies 
Feverishly Build 
New Sales Staffs 


Chevrolet, Hudson, 
Others Add Thousands 
and Alter Strategies 


Detroit—The sales departments 


of the industry’s largest automo- 
bile manufacturers are gripped by 
an almost feverish activity as 
elaborate training programs are 
being accelerated in obvious prep- 
aration for a knock-down and 
spirited merchandising battle. 

Most prominent and most de- 
tailed among the individual pro- 
grams of the various automobile 
manufacturers is the Sales Man- 
agers’ Institute of Chevrolet divi- 
sion of General Motors Corpora- 
tion. 

More than two years ago Chev- 
rolet began preparing for a sales 
program designed to meet a re- 
turn of the buyers’ market with 
an aggressive sales campaign. 

Recently, Chevrolet began put- 
ting the program into effect, with 
the schooling of Chevrolet whole- 
sale personnel in the techniques 
of teaching the course to dealers’ 
sales managers, 


Keating Explains Need 


Need for building Chevrolet’s 
sales force to meet the return of 
a buyers’ market was emphasized 
by T. H. Keating, Chevrolet’s gen- 
eral sales mahager. He said: 

“As Chevrolet dealers and their 
retail sales managers prepare for 
the inevitable return cf competi- 
tive selling conditions, they face 
a greater responsibility than any 
in the past—the responsibility of 
building and holding a quality 
selling organization — capable of 
maintaining Chevrolet’s historic- 
ally dominant sales leadership 
and producing a satisfactory profit 
to dealers. 

“There are definite reasons why 
the fulfillment of this responsibil- 


ity will be more difficult than | 
Present retail | 
selling strength is far below ulti-| 


ever before: (1) 
mate needs. (2) Competitors have 
announced their intentions to se- 
cure a larger share of the market 
than in the past. 
competitor is concentrating his ef- 
forts on Chevrolet and is publicly 
challenging Chevrolet leadership. 
(3) The transition from a sellers’ 
to a buyers’ market will require 
the adoption of new and improved 
selling techniques that will suc- 
cessfully cope with competitive 


Our principal | 


ington, New York and St. Louis, 
eral's school, Col. H. F. Scherer ney 


paign for the Arm 
Oct. 1. Left to right, first row: Melton 


recruiting instructors’ course at Camp Lee, Va. 
and Air Force recruiting service (AA, June 28), effective 


ose with the commandant of the Adjutant Gen- 


in uniform), during a week's study of the 
Gardner has the national cam- 


Ferris, California representative; Orville 


McDonald, Texas representative; Jack Meador, Washington copy staff; Edward C. 
Rollings, 4th Army contact man, and D. F. Canning, 2nd Army contact man. 
Second row: E. F. Lewis, Pa. representative; W. W. Kratz, account supervisor; Col. 
Scherer; L. C. MacGlashan, executive vice-president, and W. M. Ziegler, chief con- 
tact man. Third row: W. P. Kelly, 3rd Army contact man; T. F. Crowley, N. Y. 
representative; T. L. Saks, 5th Army contact man, and J. L. Sedwick, St. Louis. 


years all salesmen were trained at 
the local level. In the future, 
dealer sales managers will be 
trained by the manufacturer and 
instructed how to teach their in- 
dividual salesmen new Chevrolet 
techniques. 

Each sales manager attending 
the institute will be provided 
with a complete salesman train- 
ing kit to be used in teaching his 
salesmen. This kit will include 
desk easels, 12 training charts, 13 
sound slide films, two silent films, 
complete set of booklets, a man- 
ual covering Chevrolet’s new 
prospect and owner follow-up 
system and other material. 


Will Hire More Women 
emphasis 


Particular will be 
summer Flanley & Woodward, 
New York, conducted a survey 
for Chevrolet which came up with 
convincing proof that women’s in- 
fluence in the purchase of passen- 
ger cars was growing by leaps and 
bounds. 

In the future, Chevrolet will 
give more attention to the women 
and employ a greater percentage 
of saleswomen. 


particular emphasis on recruiting 
and training new men. 

It was at the suggestion of 
Henry Ford II, president, that 
each year a substantial number 
of young college and university 
graduates enter the Ford organi- 
zation on a two-year training 
course. These men are trained in 
administration, sales and market- 
ing. 

Karl M. Greiner, Packard vice- 
president and general sales man- 
ager, recently declared, ‘“Automo- 
bile salesmen of the future will 
be better trained in their craft 
land will have greater earnings 
opportunities than in prewar 
| years.” 
| Packard’s new 1y-inaugurated 
retail manpower program pro- 


given to the woman’s angle. Last| vides that a salesman be paid a| 


salary sufficient to cover his 
minimum expenses, and that he 
also be paid a commission—a 
clear-cut amount on each sale, 
Mr. Greiner revealed. 


range plan to assure the salesman 


president in charge of sales, feels 
that the company should have a 
tighter rein on the distribution of 
the company product. The change 
in policy will place 95% of the 
distribution in Hudson’s direct 
hands instead of approximately 
50%, as in the past. 


1,600 Lincoln-Mercury Dealers 


The Lincoln-Mercury division 
of ‘the Ford Motor Company has 
set up its own 1,600 dealers across 
the country and separated from 
the sales force of the parent com- 
pany because Joseph Bayne, sales 
manager, feels that salesmen for 
the more expensive lines of pas- 
|senger cars require vastly differ- 
‘ent sales techniques than for the 


|cheaper line of Fords. In the past 
/most Lincolns and Mercurys were 
|sold through combination Ford- 
| Lincoln-Mercury agencies. 

| Benson Ford, general manager 
|of the division, said that Lincoln- 
Mercury dealers have invested 


_Mr. Greiner urged that con-| more than $75,000,000 in new. ’ 
sideration be given to some long-| }yildings and equipment and that | have been literally swamped with 


'the figure is increasing daily. 


an income over a period of years) jthough its backlog is increas- | 
which “will spell security to him | 


ing at the rate of 1,000 cars a day, \t 


Ford Dealers Told 
to Explain Resale 
of Cars in Ads 


DetroiIr—Ford dealers have 
been instructed to combat the re- 
sale of 1949 Fords to used-car 
dealers by advertising the record 
of such resales. 

John R. Davis, vice-president in 
charge of advertising and ‘sales, 
|Ford Motor Company, has sent a 
letter to all Ford dealers pointing 
|out that the Wall Street Journal 
recently reported that premiums 
_paid for 49 Fords average $1,183 
|}on used-car lots (AA, July 19). 
| “The fact is,” Mr. Davis said, 
|“that the ’49 Ford is priced so far 
below a free supply and demand 
value that certain buyers who 
/have been literally standing in 
|line for months seemingly could 
jot resist the temptation to make 
a quick profit on a resale.” 
However, he points out, 


| 
“we 


\letters from potential customers 
complaining about resales, and 
he public thinks Ford dealers 
Not : 


selling. 

“For these reasons the challenge 
to Chevrolet retail sales manage- 
ment has never been greater than 
it is today. It must be stronger 
than in the prewar period if we 
are to maintain dominant sales 
and profit leadership. .. The Sales 
Managers’ Institute is an impor- 


Mr. Keating points out that the 
training program was _ devised 
after long study. 
we do not see an immediate end 
to the present automobile short- 
ages, we realize the need for retail 
salesmanship has never’ been 
greater,’ Mr. Keating asserted. 
“By beginning our training now 
tant part of Chevrolet’s answer to! we can be sure our ranks will be 
this challenge.” | filled with top-notch men who will 


Since 1941, Chevrolet's retail | help the company retain the dom- 
sales force has dwindled from|jnant position in the industry it 


23,000 to 4,500. In the next few | has held in 12 of the last 13 years | 
of civilian automobile production.” | 


months Chevrolet plans to train | 
enough sales personnel to bring | 


. ‘S| The purpose of the course is 
this figure to 12,000 and the ulti-| three-fold, Mr. Keating said. It is 
mate goal is 17,000 thoroughly 


. s to strengthen the quality-selling 
trained sales people in the com-| standards that existed before the 
pany’s 6,000 direct dealer agencies. 


“Even though 


in the, 


war; to educate new salesmen and 
A New Departure 


to retrain old salesmen 

Obviously, interest in the Chev- 
rolet training program was stimu- 
lated by the lush presentation of 
the 1949 Ford and the momentum 
the announcement developed that 
is carrying down through the 

ranks. 
The new sales training program 
is a departure from the former 
Chevrolet campaign. In prewar 


latest selling techniques; and to 
give added assurance that Chev- 
rolet will remain the sales leader 
in the automotive industry. 


Packard Stresses Security 


Ford Motor Company has 
stepped up its postwar sales 
training program, for the past 
year has been holding nationwide 
training programs and has placed 


dicted that this will result in a 


will help attract 
|men who in the past have not 
selected automobile selling as a 
career. 

In recruiting new salesmen, 
Packard stresses the essential in- 
gredients of motive to sell, youth- 
ful outlook, and a sincere interest 
in people, their problems and 
their reactions. 


Hudson Hiring More 
Hudson Motor Car Company 
| has recruited and trained a greatly 
‘enlarged sales organization in 
| preparation for the revolutionary 
| changeover in Hudson sales pro- 
/cedures on Aug. 1. 

_ Hudson has undergone a change 


to 95% distribution by the Hud-| 


son Sales Corporation. In the past 
a large percentage of Hudsons 
were sold through 
distributors. In the change, Hud- 


son’s sales manager, N. K. Van-_| 


Derzee, held an intensive training 
course for the managers of the 11 
new zones set up by the Hudson 
Sales Corporation. 

George H. Pratt, Hudson vice- 


independent | 


and his family.” Mr. Greiner Pre-| Oldsmobile is also engaged in a/ 2re largely responsible. 


strong sales training program. 


Dodge Trains 1,000 


The Dodge division of the 
Chrysler Corporation has trained 


more permanent sales force and | 
well-qualified | 


Dodge dealerships in sales man- 
| agement training conferences since 
the program was inaugurated last 
fall, according to E. C. Quinn, 
general sales manager. 
| A comprehensive three - week 
trainjng course was designed, with 
| the first two weeks devoted to a 
| scientific study of the basic rea- 
/sons that influence people to buy 
‘or sell. This phase of the course 
| was formerly restricted to the im- 
‘mediate personnel of Chrysler 
| Corporation. 
In the third week, a detailed an- 
‘alysis is made of the sales man- 
ager’s job and his four major re- 
sponsibilities of selecting, training 
and directing salesmen, and de- 
termining the market for cars. 
Applicants for the training 
course have been selected on the 
basis of their sales management 
qualifications and dealership ex- 
perience, according to Mr. Quinn. 


more than 1,000 key personnel of | 


|single instance has been discov- 
ered by the manufacturer of 4 
|Ford dealer selling a new car di- 
|rectly to a used-car dealer,” M’. 


|Davis declared. 
| He urged dealers to (1) “scrut- 
nize more carefully than ever eac. 
‘and every sale and delivery i2 
|order to hold quick-profit resal«s 
to an absolute minimum,” and (2) 
“when a ’49 Ford car does sho 
up on a used-car lot, every effo't 
should be made to ascertain tl: 
full facts and then acquaint the 
public with as much of the detai ; 
as you can without the possibility 
of repercussions.” 

Two or three such _ instanc:s 
should serve the purpose, M. 
Davis estimated. 


Joins ‘Retailing’ 

William Leavenworth, former!) ’ 
jon the advertising staff of Tim. 
|New York, and Frederic Ker‘ 
|Blatchford, formerly with Ruth- 
jrauff & Ryan, New York, hav’ 
\joined the advertising staff « 
|Retailing Daily. They will bot 
'make their headquarters in th 


|Chicago office of Fairchild Pub 
'lications. 


Natio: 
comps 
relish 
vertis 
relate 
canne 
will kt 


to gr 
restau 
tains. 

The 
ciatior 
operat 
operat 
1,200 3 
in fiv 
turnec 
from | 
The a 
ucts 1 
Ocean 

The 
Spray 
spend 


ST 
70,3 


a ee _ = = Pa < a” 8 | a oer > a = i fea 
Lav? “iy ve j as aes se Mi mat so my wei ha ihe ee cae “ed ee per" eat ine “i \ ee e; as eid hata 4 re “in S in - ore, _* c: <a sot * 7 a a Te - 7 x  & 
Pw i et ey a ae ai ae <5 ee a 
ae a gee oe es + aan el Oe es ee ee. = es a ae a i ae ae Te ae eae 
ua 7, om . Advertising Age, August 2, 194: Aw 
ie |: « hey ae * ate. vty an as 
Bi Se = ..  @ . a * 7 — — — ae. 
ns : ane ye & , * : “4 the C 
y ia” : ; a 
| ei t4 * > vail Th 
. P| 4 ci itic 
a ah : | the 
is a “ : ; 
p hi 2 P ote oe Ol - : si WwW rk 
, oe - . Ret f Boa lij sti 
_— e a ~ : RY) Ws Red” 
a 2 > et > ence 
PS _ > a , | 
; : ‘ e/ ; : “% ‘ crank 
7 : ae : i. : d 
, K ~~ 4 on ; he to y. 
: 4 2 . . ». oe oe se : . : pr »ba 
: >. BS: og \ 
> ' ‘oma =e . ' @ dies 4 . n berry 
B fa é& ei F. ’ : for a 
; : 7 “ a dit a 
® ' 4 - ; i. ; mt 7 = _— =A ah for th 
ae e | ; | ee | | ~ hg —_ at Ti 
: 7 . ‘ ' a ‘ ’ , a 4 
: aw oP a> < oF 7 | a lo 
: ‘ — 
: Dee: 2 <7 ARE de AS a r a 
ale d > ; y » - ‘a 
a ‘ bi ‘ - ; 4 . . N . _—, 4 iy i 
: . é ; é . & | 
: : 4 4 > ™ ¢ : - A : . ‘ 
» Ne 7 : 2 Sir os | . . = 
| Y ies " a 7 . S H 4 > = 
t ge > 4, ae en “Slee |: 
: L) st ~ : tribut: 
Jide GARDNER GOES TO CAMP—Staff members of Gardner Advertising Co., Wash- 
| ; | ae 
. aS 
: season 
. sauce, 
, Spray 
. : 
é Ameri 
aa & Ga 
sas Ladies 
m Parent 
os Magaz 
Woma 
| Ina 
: can R 
Home 
busine 
. The 
" a 
a ; 
| ST. 
a 
2 199,7 
290,C 
6 
1@) 
7 , 
; : 
: , to ¢ 
ee . 
4 ee fo 
Pe Reiki ae ae eee eee mee sn eee ee ee RTE PT MLE eA es Morey atte RT eg Re ee Lie ee Re IE ne Ge MAME TE BN ee te 
i i tN Ace oh ec eg ge 


4 


have 
he re- 
ed-car 
record 


ent in 
‘sales, 
sent a 
inting 
ournal 


, “we 
1 with 
vomers 
, and 
lealers 
Not 2 
liscov- 

of a 
ar di- 
Sa M . 


scruti- 
reac 
ry in 
resales 
nd (2) 
. sho 
effo: t 


in the 
nt the 


detai s 


sibility 


stanc: $ 


A lwertising Age, August 2, 1948 


Cranberry Dress, 
Dance, Lipstick 
Fromote Berry 


HANSON, Mass.—Colorful plans 
al2 in the works for promoting 
the cranberry next fall. 

[he National Cranberry Asso- 
ci:tion is now busily engaged with 
the Westmore cosmetic people 
working out a promotion for a new 
li) stick to be called “Cranberry 
Red”; with dress designer Flor- 
ence Lustig for a fall wardrobe in 
cranberry red; with dance instruc- 
tor Arthur Murray for a dance 
probably to be known as the cran- 
berry hop, and with song writers 
for a tune to be called “Cranberry 
Bog.” 

The most intensive promotion 
for this berry, usually popular just 
at Thanksgiving and Christmas, 
will begin the week of Oct. 18-23, 
National Cranberry Week. A food 
company will produce a cranberry 
relish and a cran-apple pie. Ad- 
vertising and publicity tie-ins with 
related products such as fresh and 
canned chicken and various meats 
will be included in the campaign. 


1,200 Members 


The association will push the 
product as an all-year food, dis- 
tributing official cranberry posters 
to grocery stores, supermarkets, 
restaurants, hotels and soda foun- 
tains. 

The National Cranberry Asso- 
ciation is a grower-owned co- 
operative formed in 1930. The co- 
operative now includes more than 
1,200 members and owns six plants 
in five states, which last year 
turned out 75,000,000 cans of sauce 
from a crop of 34 billion berries. 
The association markets its prod- 
ucts under the brand name of 
Ocean Spray. 

The association, packer of Ocean 
Spray cranberry sauce, will 
spend $250,000 during the 1948 
season on a new campaign for the 
sauce. Beginning Sept. 1, Ocean 
Spray will be advertised in The 
American Weekly, Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Parents’ Magazine, This Week 
Magazine, Western Family and 
Woman’s Home Companion. 

In addition, newspapers, Ameri- 
can Restaurant, What’s New in 
Home Economics and nine grocery 


,around two promotions, the Na- 
tional Cranberry Week—and the 
|affinity of chicken and cranberry 
| sauce. 

The association account is han- 
dled by the Harry Frost Agency 
in Boston. 


Curnutt Leaves KCBC 


Allan Curnutt has resigned as 
general manager of Station KCBC, 
Des Moines. Miles Johns, execu- 
tive vice-president of the station, 
will assume Mr. Curnutt’s duties. 


|Roy Garn Company, New York, 
to handle its advertising. Profes- 
sional publications, exhibits, dis- 
plays and direct mail will be used. 


MAGIC WORDS 
That Sell by Mail 


Let oo pe to work for you certain “magic” 
words 
ous 


Van Diver Appointed Haire Renames Roman 


Van Diver & Carlyle, New York,| John J. Roman, who has repre- 
has been named to handle the ad-| sented the Haire publications for | 
vertising of S. Wolf & Co., London,| the past three years in Great 
England, manufacturer of portable | Britain and western Europe as| 
electric tools. Industrial publica- | advertising manager, has been re- 
tions will be used. |appointed business manager for| 

|that area. 


Daily Increases Price | Seka dea 
The Standard-Times, New Bed- | Appoints Roy Garn 


ford, Mass., has increased the| Bruck’s Nurses Outfitting Com- 
price of its daily editions from| pany, New York, manufacturer | 
four to five cents and the Sunday | and distributor of nurses’ uni- 


t get maximum meri- 

tori 

a em =| 
ARTWIL COMPANY, Advert 


“rd ; 26-B West 48th St, New York 19, New York 
edition from 12 to 15 cents. |forms and accessories, has named | PLaza 7.1355 


business publications will be used. 
The campaign will be built | 


ST. PETERSBURG’S 


+ PLUS 


POPULATION 


230,000 


Winter Visitors 


OVER 100,000 . 
STAY ALL SEASON 


90,300 Permanent Population | 
(Sales Management) 


PLUS 
199,700 Winter Visitors 


a 


290,000 Average for 
6 Months of the Year 
October through March 


YOU NEED 


The Evening 
Independent 


to cover St. Petersburg's 
200,000 
Represented Nationally By 


DELISSER, INC. 


To sell 
anythi 
men 

buy... 


* 
ng 


Tow advertising gets more readers per 
thousand circulation in POPULAR MECHANICS 


because our readers—having the RM. Mind—read 


ads deliberately. 


* That means ANYTHING from shirts to 
shave cream...moccasins to motor boats 
... bus trips to bowling balls .. . cigars, 
photo film, wire recorders, topcoats, lug- 
gage, sunglasses, hair tonic, lawn sprin- 
klers, binoculars—a list without end. 


More than ONE MILLION circulation 
..» More than 4!¢ MILLION male readers 
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: manufacturer $650,000 for the first | 
K-F Buys Winchel eo with an option to sponsor | 


him the second year at a salary 
increase of $1,000 weekly. 


Show on ABC 
for $650,000 ‘alee Galas Se eles eooon 


New York—Kaiser-Frazer Sales | Jergens would not sponsor him 

; Corporation, Willow Run, Mich.,| after January, it is reported that 

=f outbid P. Lorillard & Co., New | Chesterfield cigarets bid for spon- 
York, for sponsorship beginning | Sorship on CBS. 

Jan. 2, 1949, of Walter Winchell| Kaiser-Frazer earnings for the 

on the American Broadcasting second quarter in 1948 were 70% 

Company, Sundays 9-9:15 p.m.,| above the first quarter, the com- 

through William H. Weintraub | pany reports. The company earned 

Co., New York (AA, July 26). The | $3,900,000 in the June quarter 


sponsored by the Andrew Jergens | quarter. 
Company, Cincinnati. ere, 

. Under the contract, the Winchell | G-E Names Parker V.P. 

é program will cost the automobile; R. I. Parker has been elected 

i a commercial vice-president of 

‘ General Electric Company, with 

NOW OVER 


headquarters in Chicago, succeed- 
90,000 


ing W. O. Batchelder, who has re- 
CIRCULATION (CURRENT AVERAGE) 


tired after 43 years’ service. Mr. 
Parker has been manager of the 
ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


central district of G-E’s apparatus 
department since 1945. He will 
| have charge of customer relatio:s 
in nine midwestern states. 


commentator is currently being | compared to $2,300,000 in the first | 


FCC Studies Nets’ 
Role as Station 
Representatives 


WASHINGTON — FCC 
announced that it is investigating 
network handling of national 
selective (spot) and other com- 
mercial time for affiliates, to de- 
termine whether the networks’ 
station representative role violates 


MEET AIR KING—New representative 
and symbol of Air King Products Co., 
Brooklyn, maker of radios, combinations, 
wire recorders and television receivers. 
The good humored king will convey the 
company's service and policy and pre- 
sent the sales message in advertise- 
ments’ copy portion. 


rules. 

Scheduled for full dress public 
hearing Oct. 25, the efforts of net- 
works to obtain non-network 
business for affiliates represents 
the first major issue over station- 


F network relationships to arise 
Issues Guide since the famous network rules 
The 1948 list-book of variety | were written in 1941. 


and general merchandise chains 
has been published by Chain 
Store Business Guide, Inc., New 
York. The guide sells for $12.50 
and lists buying headquarters, 
number of stores in operation, ex- 
ecutives and buyers. 


Objections to the networks’ 
“rep” role have been voiced by 
the National Association of Radio 
Station Representatives. 

In ordering an _ investigation, 
FCC indicated a feeling that the 


el 


elp Stop the Waste 


in Indoor Display 1 


As many students of indoor display have indicated and as every manufacturer and advertising 


man knows, there is a perennial waste in indoor display material. Much of it can be stopped if 


we all work at it intelligently. When we say, “Stop the waste in indoor display,” it may sound 


like a scream in the night — yet all of us know it is no wild scream but a common sense urge to 


“ 

= help advertisers spend their money on winners. 
THE LARGEST WASTE of display material comes from 
non-use by dealers. Some people never test their display 
material — just like it, buy it and ship it because it's what 

: «Be they think they want. Most buyers conscientiously think 


that they give careful thought to size, store-adaptability 


and selling power when they plan displays. 


- Sometimes it happens that they are deeply guided by their 


own convictions, their own likes and dislikes, their own 


objectives, the company viewpoint, on the product, rather 


than the dealer's prime interest. 


Frankly, these are all interesting and important, but the 
measurement that counts most is — Wé4ll the dealer use it? 
Can he use it? Has he got space to display it? Has the dis- 
play got that something called ‘‘dealer appeal’’ that makes 


the dealer want to show it, eager to give space to it? 


McCandlish works with advertisers in two ways: 


last week 


the spirit of chain broadcasting | 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 
already developed their display 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 
reproduction. 


: McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


( AAR Seg 


ae? 
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,role as representative might gi - 

networks new economic pow r 

over station time, and undue j - 

fluence over FM and television. 
3 Investigation Angles 

FCC outlined a three-point i - 
| vestigation: first, the scope a: 4 
effect of the practice; second, 
| legality under existing rules, a: | 
third, the possible need for ne , 
rules to cope with it. 

The commission will search pa: - 
| ticularly for any possibility th. 
networks may be attempting > 
‘influence station time in othr 
than the option periods establishe | 
| by the network rules. 

In testing the legality of the 
practice, the commission will d-- 
cide whether networks are pe:- 
mitted to enter into contracts giv- 
ing them the right to represent 
stations in obtaining programs for 
non-option time. 

In the event that the contracts 
are not in violation of the rules, 
FCC will decide whether the 
rules should be amended. 

In addition to the National As- 
sociation of Radio Station Repre- 
sentatives, FCC has made four 
major networks and the DuMont 
Television Company parties to the 
procedure. Others may participate 
by filing notices before Sept. 30. 


Walsh TV Director 


| H. D. Walsh, vice-president of 
/Hixson & Jorgensen, Los Angeles, 
has been named television direc- 
‘tor. The agency has released a 
'series of one-minute announce- 
'ments on film to Stations KTSL 
'and KTLA, Los Angeles, for Day 
| & Night Mfg. Company, Monrovia, 
/Cal., manufacturer of heaters. 


Siteman Joins Agency 

Irvin L. Siteman has joined 
|Glasser-Gailey, Inc., Los Angeles, 
as an account executive. He was 
formerly a radio actor in Holly- 
wood and New York. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. I 
will answer your salesmen’: 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will finc 
essential. 


ORDER YOUR COPY TODAY — $2 


|| ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 1! 


FILL IN AND MAIL THIS COUPC' 


TODAY 
mmm ae” "| 
t Advertising Publications, Inc. | 
| § Div. 922 | 
| 
| 
| 
| 


1 100 E Ohio 5t., Chicago 11, II. 


it Gentlemen: 
|t Please send me —— copies of ‘Success’ |! 
I Sales Training.” Enclosed is $——— 
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Advertising Role 


Told to 8,000 
Lever Employes 


Comic Book Explains 
How Ads Maintain 
Soap Company's Sales 


CAMBRIDGE, Mass.—The role ad- 
vcrtising plays in the operation 
of Lever Bros. Company is dra- 
matically explained in a 16-page 
comic-style booklet mailed last 
week to the homes of Lever’s 
8,000 employes. The second in 
the “Operation Lever” series, the 
book is called “What About Lever 
Advertising?” 

The .story line: Joe Smith, a 
typical worker, is curious about 
Lever advertising. He thinks it 
must cost plenty, and wonders 
why it’s necessary to spend so 
much. 

From there Joe talks to a sales- 
man, who answers the argument 
about stopping advertising be- 
cause Lever products are well- 
known by giving Joe a quiz on 
trademarks. 
quiz shows the marks and char- 
acters for Sunny Jim’s Force, 
Sweet Caporals, Zu-Zu_ ginger 
snaps, Sonora phonographs, Chal- 
mers auto, etc. The second half 
shows currently-advertised prod- 
ucts. The salesman sums up, “If 
we stopped advertising, our whole 
investment would be wasted... 
we'd be out of business.” 


Plugs Advertised Products 

The salesman and Joe visit a 
grocer who says, “My business 
with you would drop off to 
nothing if you stopped advertis- 
ing,” 
customers want advertised prod- 
ucts, and that self-service puts 
additional weight on advertised 
brands. A_ simulated 24-sheet 
poster points up the moral: over 
90% of all soap sales go to ad-' 
vertised brands. 

Joe then visits the research de- 
partment, where a white-smocked 
researcher tells him how Lever’s 
research works to improve prod- 
ucts and develop new uses. “Ad- 
vertising will not sell inferior 
products,” the researcher warns. 
“Good advertising will sell good 
products. That’s where you and I 
come in, Joe.” 

In the finance department, Joe 
is told that Lux advertising ac- 
counts for only a fraction of a cent 
a cake, and a chart shows Rinso’s 
dramatic sales rise, while a foot- 
note says that Rinso’s 1947 sales 


Chere’s no question 


AK 


when you see 
offset proofs from 


FINE OFFSET PRINTING 


| \e Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


The first half of the | 


and he tells Joe that his | 


were greater than the total sales 
of all Lever products in 1932. 
In the advertising department, 


Joe wants to know if $40,000 a 
week for “Lux Radio Theater” 
isn’t pretty expensive. The ad- 
man says “for that $40,000 .we 


have reached as many as 30,000,- 
000 people. It costs us less than 
1/6 of a cent per listener for six 
minutes of commercial selling. A 
six-minute phone call to that 
many people would cost over $5,- 
000,000 and be a lot less enter- 
taining, too!” A half-page ad in 
231 newspapers costs $71,730 to 
reach 54,270,000 people, while a 
postcard, adding the costs of ad- 


dressing, printing and mailing, to | 


the same people would cost $1,- 
350,000. ° 


Advertising Up 150% 


Another poster notes that, since 
1930, Lever has boosted advertis- 


ing 150%, sales 400%, employes | 


150%, payroll 400%. 
Earlier, Lever quoted ADVERTIS- 
ING AGE’s 1946 figures for adver- 


tisers, which showed that P&G 
spent $24,656,164 in all media 
against Lever’s $10,902,422. Says 
a foreman, “Our soap and short- 
ening competitors spent over $45,- 
000,000 to advertise their products 
in 1946. We spent only $11,000,- 
000.” 

In employe-relations-conscious 
Lever, no such booklet as this 
goes out without asking for com- 
ments. Inside the front cover is 
a questionnaire. It says the book- 
let was prepared to show “the 
reasons why advertising is so im- 
portant to our success.” 

Employes are asked to express 
their like or dislike of the booklet, 
and mail the answer to Charles 
Luckman, because “it will help 
him to provide you with the in- 


formation you’d like to have about | 


the company.” 


Sacks Joins KROW 


David M. Sacks, formerly with 


|CBS in New York, has joined the 


sales staff of KROW, Oakland- 
San Francisco. 


Maxon Handles Clinton 


Maxon, Inc., New York, is 
agency for Clinton Industries, and 
is handling its summer drive for 
puddings. A typographical error 
was responsible for misstating the 
name in the July 19 issue of AA. 


33 
KSO Promotes Two 


Edmund Linehan, program di- 
rector of Station KSO, Des Moines, 
has been named promotion man- 
ager. He is succeeded as program 
director by Tom Tewis Shumate, 
staff member. 
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Covers the Home Furnishings 
Field MOST ECONOMICALLY 


FURNITURE AGE | 


“PUBLISHED MONTHLY BY THE H.O. RENO COMPANY 
4753 N. BROADWAY * CHICAGO 40, ILLINOIS 


THE LEADER 


For 27 Years 


...lthe California without the 


ition ollar alley the ees 


Mest OF THE old time hazards of making a living have 
vanished. Savage Indians, for instance, don’t 

Californians at all nowadays. And, in California’s great 
inland area particularly, prosperity abounds. Total buying 
power in the Billion Dollar Valley is nearly $2 Billion. 
Retail sales for this one part of California are higher than 


Secomeno 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Les Angeles ° 


New York ° 


C 


Detroit * Chicago * 


San Francisco 


for any one of 22 States*. 


latchy 


$ 


Get the full story on California’s rich inland market, 
and the three newspapers that blanket it as does no other 
combination. Ask your nearest O'Mara and Ormsbee office 
for the 1948 Consumer Analysis of the Billion Dollar 
Valley of the Bees; or write Research Department, 
McClatchy Newspapers, Sacramento, California. And be 
sure The Sacramento Bee, The Modesto Bee and The 
Fresno Bee are on your California schedule. 


* Sales Management's 1947 Copyright Survey 


cwspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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Philco Boosts Skinner 


James M. Skinner Jr., who| 
joined Philco Corporation, Phila- | 
delphia, in 1934, and has been gen- 
eral manager of the accessory di- 
vision since 1945, has been ap- 
pointed vice-president of the serv- | 
ice and parts division. In his new 
post he will direct the nationwide | 


| sons,” through its dealers. 


| 100,000 folders will be Seni tana | | New Tumble-Twist 


_weekly with the six booklets com- | 
prising the course. Stations KMPC, Rug Promotion 
| Los Angeles, and KGW, Portland; 
'the “Whistler” show on CBS, and | Set for Fall 
|baseball broadcasts will be used | 
LIBERTYVILLE, ILL.—Three years 


‘* support the drive. | 
| ago, Libertyville Textiles 
| launched a sustained drive to get 


Philco service organization and be | Hicks Joins Plask Plaskon 
in charge of all parts sales. E. Wyatte Hicks, formerly with 


——_—_ | Seotann ee New York, has 

. ‘joined the Plaskon division of 

Radio Push Launched _Libbey-Owens-Ford Glass Com- 

Signal Oil Company, Los An-_| pany, Toledo, as publications man- 

geles, has launched a radio pro-|ager. He will be in charge of 

motion featuring a giveaway _Plaskon publications produced by 
“Contract Bridge in Six Easy Les- | the sales department. 


its cotton woven, Tumble-Twist 
rugs out of the bathroom and into 
bedroom, living room and hall. 
Successful in helping to make 
cotton rugs an accepted furnish- 
ing in all rooms of the house, the 
mills this fall will launch a series 
of pages and half pages in four 


fl 


| character 

/lend to rooms in the home. 

| Copy admonishes readers to 

“live in Tumble-Twist rooms— 
/ A you'll know .. . that sturdy Tum- 

ble-Twist loop-twisted texture is 

always smart—easy to keep clean 

—looks even lovelier with laun- 


colors accenting the beauty and 
that colorful cottons 


dering.” 

The photographs employ the 
rather difficult and not too fre- 
quently used method of stripping 
several Kodachromes _ together. 
Victor’ Keppler, New York pho- 
tographer, took the photos. 

The magazine list consists of 
Better Homes & Gardens, Good 
Housekeeping, House Beautiful, 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


Wright PHOTOGRAPHIC ILLUSTRATIONS 


House & Garden, Ladies’ Home 


1721 No. Wells St., Chicago 14 


The FLORIDA MARKET is a GROWING MARKET 


A Floridian is a farmer from lowa, a me- 
chanic from Michigan, a salesman from New 
York and a retired manufacturer from Penn- 
sylvania. A Floridian is a school teacher from 
Oregon, a stenographer from Maine and a 
housewife from Illinois. 

Because most of Florida's population is made up 
of people from the other 47 states, you can feel 
the sales-pulse of America in Florida—any sea- 
son of the year! Here is your perfect testing 
ground—a local market with national buying habits. 
A market, incidentally, where you can test spring 
and summer merchandise right in the middle of 
winter. 

You can contact the bulk of Florida's effective 
buying income with three morning newspapers— 
and at lowest cost. To test it, to sell it in Florida, 
use Florida's three big morning dailies. They give 
you family coverage in 45 of Florida's 67 counties, 
including saturation circulation in its three major 
markets—Miami, Jacksonville and Tampa. 
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Color makes them, Beaatiul 
Cotten, maker then Washable 


— Fembe-fwidt 


OE SURE thar the rug vem buy te the CENUING 
Tomblc Twins, Because oniy Twrmble-Twist has the 
Porented Stagger Weare Woven. Throwgh Comstrwceton. 


Superb Tumbie- Twas color makes new rooms Uwoughout 

your hume feoms brought to life by the heauty of 

the many Tunthie- Twist eviors thet range from soft pastels 

to fashvonable deep tones. 

Live in Tumiie-Twist rooms-—you ll know whai America’s smartest 
homemakers know that sturdy Tumbte- Twist loce-twested 
texture 5 always smart —casy lo keep clean fovks even 

loveler with laundering. Descriptive falder free on request. 


APOERTY VIELE TEXTILES, (MC. LIBERTY VELE® 2, thAdMOIS 


STARTS AUTUMN DRIVE—Libertyville Textiles, Libertyville, Ill., will use four- 

color pages for Tumble-Twist cotton rugs in a fall and winter magazine campaign. 

The drive opens with this page in the September issue of Better Homes & 
Gardens. H. M. Gross Co., Chicago, is the agency. 


Journal, McCall’s and Woman’s|rauff & Ryan, Chicago, is the 
Home Companion. agency. 

Mats, direct mail pieces, point- nae gar 

of-sale material and radio spots|Plans Movie Showings 

in a dealer promotion kit have| Ford Motor Company, in addi- 
been prepared by H. M. Gross|tion to using national magazines 
Company, Chicago, agency han-|and newspapers to back the in- 
dling the account. troduction of its 1949 Ford (AA, 


ott nenBaceiediie July 19), ran 80-second films in 

. 2,812 theaters. During the next 

Jefferson Starts Drive six months, the company plans 
Jefferson Island Salt Company, | showings of two 13-minute Ford 
Louisville, will use newspapers /|fjms to an estimated audience of 
and outdoor posters in addition to | 33,000,000 persons. J. Walter 


a coupon premium offer, in a| Thompson Company is the agency. 
drive for its Hexagon table salt ? teed pency 


throughout the South within the 

next six months. The drive will Feldco Names Rothbardt 
include 100-line ads weekly in; Feldco Loose Leaf Corporation, 
metropolitan newspapers with a/Chicago, has appointed A. Martin 
copy keynote, “It really brings out | Rothbardt, Inc., Chicago, to han- 
the flavor.” Coupons on the pack- {dle its advertising. The account 
ages may be used for obtaining|was handled previously by Me- 
premium household items. Ruth- lamed- Hobbs. 


by the 20,000 


primary & kindergarten teachers 


who regularly read and uSC... 


J UN FO R 


ARTS ‘ACTIVITIES 


—a total exchange readership of 80,000 


Write for details—Dept. 1024, 538 S. Clark, Chicago § 
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Trend of Retail Prices in June 


George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to de-_ 
termine price trends. By special arrangement with Mr. 
Neustadt, ADVERTISING AGE each month shows the trend 
in prices, as well as total advertising support, of the 10 
most significant or interesting commodities of the month. 
Prices shown here are the midpoint prices, meaning that 
half the advertising for each item featured a higher price 
than that shown, and half featured a lower price. The 
tabulation covers all advertising of each commodity in the 
measured cities—by all types of retail outlets and in all 
printed media. 


| Average for month during June 


Commodity 1948 1947 1940 
W&M silk or wool dresses.......... $ 12.72 $13.12 $ 7.40 
W&M washable and play dresses... 7.40 6.95 2.99 
W&M untrimmed cloth coats....... 17.48 18.26 15.74 
2 Br eee 1.37 1.31 17 
IS a SLs ob a te ea o's 68s 7.84 7.58 4.36 
BO 2 ee 35.68 33.04 17.48 
OR REP Pe Pare 3.19 3.48 1.40 
Cotton and linen piece goods........ .68 67 17 
a eS oe pe ee 174.00 152.00 67.40 
EE a, oes Sf oeet wa siete 52.90 70.80 42.00 

Advertising Linage Comparison 
1947 1948 % 

Commodity Linage Linage G or L 
W&M < silk or wool dresses..... 1,460,063 1,412,519 3 L 
W&M washable & play dresses. 968,685 1,146,325 19 G 
*W&M untrimmed cloth coats. . 358,604 392,985 10 G 
. o —. Sarg Ales 165,815 185,243 12G 
, + re ear 765,668 815,825 1G 
Men’s summer suits.......... 261,318 817,388 213 G 
fa cca 6 & cum w a abo 0-o 285,198 325,927 14G 
*Cotton & linen piece goods.... 101,737 121,135 19 G 
er eee ey 313,957 376,068 20 G 
sR Caine! 422,563 489,460 16G 

*Linage at all time high for June. 


Colgate-Palmolive-Peet, Brown & 
Williamson, Continental Baking, 
Francis H. Leggett, 
'Sales, Philadelphia Dairy Prod- 
| wate, Philip Morris, Eastern Air- 
lines, International Silver Com- 
pany, 


WJZ-TV Born Rich 
with $500,000 


Time Booty 
New YorK—ABC’s key video 


| 


Esso, Walco | 


Whitman’s chocolates, | 


station, WJZ-TV, New York, will | Aborn coffee and Gold Seal Glass 
take to the air on Aug. 10 with | Wax. 
more than $500,000 worth of spon- meqpagntgnenns 
sored time. Hicks Raises Three 
Latest to buy time in the new! [awrence Boles Hicks, Inc., 


station is the Modern Industrial 
Bank, New York, which will spon- | lowing 
sor “America’s Town Meeting,” | posts: 
and Liebmann Breweries for | to the president, has been elected 
Rheingold beer, which will spon-| executive vice-president; Samuel 
sor a five-minute broadcast. | Frankel, account executive, vice- 
Other sponsors include Benrus | President, _and Lansing Moore, 
ae creative director, assistant secre- 
watches, Illinois Meat Company, tary and assistant treasurer. All 
Peter Paul, Old Dutch coffee, F. & agency personnel have been 
M. Schaeffer Company, Robinson 


granted a 5% cost-of-living in- 
Lloyd’s, Rosedale Knitting Mills, | crease. 


to executive 


employes 


Tadication of New York Subway Adver- 
tising coverage: Sales Management's new 
Survey of Buying Power gives New 
York City 7,871,000 people. According 


residents are 20 years old or older. Roper's 


study of subway riders indicated that, 
of these adults. . 


9 ouT oF 10 
ARE SUBWAY RIDERS! 


NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N.Y. 20 


New York, has promoted the fol- | 


to the 1940 Census, 72% of the city’s He 


Lawrence Kane, assistant 


Newspapers Used 
by Lions Club 


to Tell Aims 


New York—Lions International 
last week ran page ads in 12) 
newspapers here to announce: its | 
3lst annual convention July 26-29. 


|Roar . 


The opening ad, headed “Lions 


» - Hello, New York,” ap- 
peared in the Brooklyn Eagle, 
Christian Science Monitor, Daily 
News, Herald Tribune, Home| 


News, Journal - American, Mirror, | 


Post, Sun, Times, Wall Street | 
Journal and World-Telegram. 

An 800-line ad, headed “Thank 
You, New York,” appeared Thurs- | 


white newspaper ads in markets 
not yet selected. Dealer helps al- 
ready have been distributed. 
Foote, Cone & Belding is the 
agency. 


Hayden Joins Rawlins 
Harvey S. Hayden, formerly 
western manager of Phillip An- 
drews Publishing Company, has 
|joined S. C. Rawlins, midwestern 


Lions claims that this attests|day in the same newspapers, \representative of Western Family 
the success of a similar ad run in| €xpressing gratitude to city offi-|in Chicago. 


San Francisco newspapers during | 
the annual convention there last) 
year (AA, July 28, 1947) and that 
the repeat “may herald a new and 
permanent kind of national ad- 
vertiser for newspapers.” 

Melvin Jones, secretary-general | 
and founder, said that the adver-| 
tising is being used “because the | 
community is entitled to know| 
something about an organization | 
that comes into its midst for sev-| 
eral days with thousands of vis- | 
itors. We want them to know why | 
we are in their city, who we are, 
and what we do to justify being 
called a service club.” 


cials, police, hotels, transporta- | 
|tion, newspapers and radio for 
their aid to the delegates. 

Ads were placed by Klau-Van | 
Pietersom-Dunlap Associates, Mil- 
| waukee. 


Institute Sets Glass 


Drive for August 


The Glass Container Manufac- 
turer’s Institute, New York, will 
launch a_ national advertising | 
drive Aug. 22, using Sunday 
magazines in newspapers of from 
25 to 30 markets. 

Also on the schedule are spot | 
announcements and black-and- | 


@ EXPORT @ 
TRADE «2 SHIPPER 
Circulates in the U. S. A. 
it is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


COURTESY 1S THE LUBRICANT WHICH 
OILS THE WHEELS OF BUSINESS. 
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The lubricant of sales to the automotive | 
Service industry is advertising in 


| Qthweitee DIGEST 


First in S27 circulation - - First in readership 
First in reader response 


J Over 100,000 Paid Circulation---Largest in the Industry 
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The Oregonian goes with the Oregon Market* 
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There’s plenty to get steamed up about in the Oregon Market... 114 


million people (nation’s second largest population growth since 1940) flush 
with $2 billion potential buying power. When you’ve something you’d 

like to have sell like the proverbial “hotcake,” The Oregonian is your 
hottest medium for advertising! This No. 1 newspaper sweeps the Oregon 
Market like wildfire, as proved by these illuminating facts: 
FIRST in daily and Sunday circulation in the entire Oregon 
Market ... FIRST in Portland home-delivered 


circulation daily and Sunday. 


FIRST... 


In Circulation: Daily & Sunday 
In Coverage: Family & Market 
In Influence: Editorial & Advertising 


* - 
All Oregon and 


Seven South- 
west Counties 
of Washington 


REPRESENTED NATIONALLY BY TH rl 
MOLONEY, REGAN & SCHMITT, INC. ity} 
: and 
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HOW IT'S GOING TO LOOK—At ground-breaking ceremonies for the new 
$500,000 De Soto-Plymouth mission district headquarters being built by J. W. 
Allen Co., San Francisco, this interested group inspects a scale model of the 
new plant. Left to right are A. F. Becker, Umland & Co., the Allen company’s 
agency; Don L. Wonacott, BBDO, De Soto dealers’ agency; Al Langridge, 
regional manager, De Soto division, Los Angeles; Carl Zachrisson, N. W. Ayer & 
Son, San Francisco, Plymouth dealers' agency; J. B. Wagstaff, vice-president in 
charge of sales of De Soto, who flew from Detroit for the ceremonies, and John 
W. Allen, president of J. W. Allen Co. 


° ryptcat Nadel Ag wardrobe ’ — mot ag nee Ltd., — 
ne dea Hnwy girls ork, men's toiletries maker, is’ releas- 
r Pmbiing er ae ty : ing this plaque featuring the horses’ 
heads used in its trademark and bottle 
closures. The design is in bas relief 
finished in burnished gold against a 
plastic finish maroon background, with 
IN LIFE—This four-color page ad will be used by Forest City Mfg. Company, St. ° bleached wood frame. 
Louis, for its Carole King junior dresses in Life Aug. 16. Maurice Lionel Hirsch 
Co., St. Louis, is the agency. (Story on Page 20.) 


FOR CAPES .. “Chonie 


FROZEN FOUR ROSES—Baxter Gardner, left, vice-president in charge of ad- 

vertising for Frankfort Distillers, helps comedian Peter Lind Hayes unveil the 

Four Roses ice cake at a cocktail party held in the Frankfort office in New York. 
The Four Roses ice cake promotion begins this month. 


* HOWARD 
Jounson$ 


ICE CREAM SHOPS £ visthouiifen 


COMBINATION—A Kodachrome of an ice cream soda and art work for the 

rest of the design feature this 24-sheet poster appearing from Maine to Florida 

on the East Coast for the Howard Johnson restaurant chain. The poster was 
produced by Forbes Lithograph Co., Boston. 


GETS IN FOR LIFE—A. Atwater Kent (third from left) receives a gold certificate of life membership in the Southern Cali- 

fornia Broadcasters Association in appreciation for his hospitality during the NAB convention in Los Angeles, when he enter- 

tained the broadcasters at his palatial Bel Air estate. Taking part in the ceremonies are (left to right): Ernest L. Spencer, 

president and general manager, KVOE, Santa Ana; Harry Maizlish, general manager, KFWB, Los Angeles; Mr. Kent; William 

J. Beaton, president of SCBA and general manager, KWKW, Raaclonss Calvin J. Smith, president and general manager, 
KFAC, Los Angeles, and Robert O. Reynolds, vice-president and general manager, KMPC, Los Angeles. 
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EXEMPLIFIES PROGRESS IN SILK SCREEN PROCESS—The process of making screens by photographic projection has BACKS RAILROAD FAIR—Marshall Field & Co. is devoting two of its State St. 

been developed by Kubin-Nicholson Corp., Milwaukee, producer of this 24-sheet poster for Jacob Schmidt Brewing Co., windows to reminders of the Chicago Railroad Fair, now in progress on the lake 

St. Paul. Progress in silk screen, previously limited to flat colors, is shown in this four-color photographic halftone reproduc- front. This one contains a replica of a century-old locomotive, and the window 
" tion of a Norman Rockwell painting. at the other end of the block is filled by a life-size diesel, 
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Ross, Gardner Adds 3 


Ross, Gardner & White Adver- 
tising, Los Angeles, has added 
three new local accounts: Brown- 
Bevis Company, maker of Wayne 
Motor Sweeper; Transplastic Prod- 
ucts Company, maker of Clear- 
Vue transparent sun shades, and 
Delron Company, maker of self- 


locking nuts. Direct mail and 
business papers will be used. 
Gale Joins Tullis 


George Gale, formerly with 
Universal Advertising Agency, 
Hollywood, has joined the Tullis 
Company, Hollywood, as account 
executive. 


New Ford, Chevy, 
Plymouth Battle 
Recalls ‘All 3’ 


Getchellites of Decade 
Ago Hold High Spots 
in Advertising Now 


New YorkK—A new postwar 
Ford slid down the promotional 
ways in June, and a new Chevro- 
let and Plymouth are in the mak- 
ing. And as sales competition 
among them begins to get tough 
again, a lot of advertising people 
will recall the birth, 16 years ago, 
of Plymouth’s slogan, “Look at 
All Three.” 

That slogan not only got the 
Plymouth account for the former 


Tell us about your * 
offer and we will — 
. » recommend svuit- , 


able lists. 


MAIL SELLING 


J. Stirling Getchell, Inc., but the 
campaign based on it helped to 
make the new Plymouth a real 
contender against the long-en- 
trenched Ford and Chevrolet. 

The first ad of this series, 
showing Walter P. Chrysler with 
his foot on the bumper of the 
Plymouth, coincided with the in- 
troduction of the new model Ford, 
and followed shortly the introduc- 
tion of the new Chévrolet. Orig- 
inally, the late Mr. Getchell had 
wanted Mr. Chrysler to say in the 
ad, “Look at the new Fords, too,” 
but Mr. Chrysler wouldn’t. 


Many Have Moved Up 


The Getchell photograph - big 
headline technique in the 10 years 
the agency lasted built a business 
of $10,000,000 annual billings 
which employed more than 200 
people. Its accounts included 
Chrysler’s Plymouth and DeSoto 
divisions and Socony Vacuum Oil. 
It folded in 1942. 

Quite a few of those whom 
“Getch” drove for 16 hours or 
more a day have moved up to im- 
portant spots in advertising. 
There’s no formal organization of 
ex-Getchellites, but after six 
years or more—and some of them 
did their bit for the agency earlier 
—a lot of them still keep track of 
one another. 

One, for example, is Hayward 
M. Anderson, who has switched 
his automotive copywriting ability 
to General Motors’ Buick, as vice- 
president, secretary and copy chief 
of Kudner Agency. Another Get- 
chell copy man was Louis W. 
Thomas, who, after several other 
spots, became executive  vice- 
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“Say, Sally, we're getting one, too! | showed them the ad in The American Girl.” 


Our teens are people of influence. 
They influence other teens and sub- 
teens to buy as they do. And they 
know how to win over Mother and 


Dad. 


That’s especially easy when they 
find their wants in The American 
Girl. This is the teen magazine par- 


THE 
e 


ents respect... 


and actually read 


themselves. 71.9% of our subscribers’ 
Mothers read The American Girl and 
14% of their Dads!* 


You win the influence of our keen 


tise in... 


young readers and get the attention 
of parents, too... 


when you adver- 


*From a survey conducted by Barnard & Co. 


MAGAZINE 
155 East 44th Street, New York 


al 


Published by the Girl Scouts of the U. $. A.—for all girls 
Guoranteed Average Net Paid ABC circulation—450,000 


Now delivering over 500,000 


president in charge of creative 
production of Lennen & Mitchell. 

Leslie Pearl, who wrote DeSoto 
copy for Getchell, is now handling 
DeSoto copy for Batten, Barton, 
Durstine & Osborn, and Amadee 
Cole has transferred his talents 
from Chrysler products to Nash- 
Kelvinator, as a_ vice-president 
and copy director of Geyer, New- 
ell & Ganger. E. Graham Nicker- 
son is now a copy executive with 
Compton Advertising, working on 
Socony Vacuum, and Frank Grif- 
fin followed Socony Vacuum to 
Compton, where he is now a vice- 
president. 


Many with FC&B 


William A. Blees, who was vice- 
president and general manager of 
the Getchell agency, is now vice- 
president in charge of sales of 
Consolidated Vultee Aircraft, at 
San Diego. Orrin Kilbourn, who 
was a part owner of the agency, 
operates Orkil Electric Company, 
Hartford, G-E appliance distribu- 
tor. 

Foote, Cone & Belding, New 
York, is fairly full of Getchell 
graduates: Emerson Foote, presi- 
dent (who had been research di- 
rector and then an account execu- 
tive with JSG, Inc.); Harry Berk, 
president of Foote, Cone & Belding 
International (who had been copy 
chief on Socony Vacuum and then 
radio director at Getchell, and who 
lasted there probably longest of 
all); William E. Berchtold, execu- 
tive vice-president; M. P. Fran- 
ceschi, vice-president and gen- 
eral manager of FC&B, New York, 
and Harry Frier, an FC&B contact 
executive here. John A. Kohler 
is production manager of FC&B, 
New York. 

Carleton (Tim) Healy became 
vice-president and a director of 
Hiram Walker, Inc. Paul Hollister 
—after serving as vice-president 
of CBS—moved over to RKO Radio 
Pictures. John V. Tarleton is 
vice-president of the new New 
York agency of Day, Duke & 
Tarleton. Charles A. Brocker is 
vice-president in charge of opera- 
tions of Geyer, Newell & Ganger. 


His Turnover Was Large 


' 

Thomas P. Doughten is a vice- 
president of Lennen & Mitchell; 
Martin P. Forsberg, vice-president 
of Iowa Ford Tractor Company, 
Des Moines. Louis Riggio Jr. is 
with American Tobacco. Thomas 
W. Hughes is serving as vice- 
president of National Export Ad- 


CAUTION—Wilson & Co., Chicago, 
uses this safety reminder on paper hot 
drink cups, one of a number of designs 
with slogans supplied by Continenta! 
Can Co., New York, for use in plant 
cafeterias and commissaries. 


is a photographer. 

Getchell graduates recall that 
Getch paid his people well but 
worked them so hard—sometimes 
until 5 a.m.—that the turnover 
was great. Probably 500 or more 
people were on his payroll at one 
time or another during the decade 
of the agency. It served as an 
effective training ground. 

Getch died of a strep infection 
and his agency survived him only 
a year or two. 

The Plymouth account is now 

handled by N. W. Ayer & Son. 


Plans Campaign for 
Clearsite Wiper 

Business papers, direct mail, 
sales literature and point-of-sale 
material will be used this fall for 
Clearsite, a new  chemically- 
treated cloth which is said to 
eliminate fogging of automobile 
windshields and other glass sur- 
faces. The product, which retails 
for 48 cents, and is packaged in a 
paper envelope, is made by Clear- 
site Laboratories, Pittsburgh. 
Smith, Taylor & Jenkins, Pitts- 
burgh, is handling the advertising 


Your Copy Will Fit - - - 


without bother of counting words! 
Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 
10-pt. and 12-pt. copy goes line-for- 
Your copy blocks will 


8-pt., 
line as you type it. 
FIT! Especially fine for newspaper work. 
Money back if not pleased. Keep one by 
every typewriter. Per card $1.00. Gordon 
Smith Advertising Service, Liberty Building, 
Yakima, Washington. 


vertising Service. Gene Friduss 
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GROWING FAST 
OVER 500,000 DAILY CIRCULATION 
OVER 1,500,000 READERS 


Today, one out of four Ohioans reads an 
Ohio Select List newspaper. The circula- 
tion of the 49 newspapers of the Ohio Se- 
lect List has increased over 30% in the 
last eight years—214 times Ohio’s rate of 
growth. It’s just common sense that your 
advertising dollars will bring bigger re- 


turns in an expanding market. 


Don’t 


neglect this highly industrialized city and 


wealthy farm market. 


SELECT LIST 
NEWSPAPERS 


= RES SE a oo a ee a 
—_ ; a ee a ee ae Troe ee Sot <a ee er "a . ar" 
ca oer id ee pad : ae “erases bial eS ay ee ce “tales as ol ie = an — ye. eee 
— Bese SD ee ee ae TORTS Pe — ae + ee a ee eee ee ee ee, 
: | 38 | ee ee ee ee ee 
_ a | ee ee Ee, 
. | Hi 
: . 1 
: ’ lee e 
i Big | - : by 
n | ’ Fi 
HAVE ALL $s a 
Ae . ' 
| , INJURIES Fi, a the. 
| REATED promPr tatio 
, oe a — a Pe tail | 
: , a ~ cf of a 
: ' AS f bad Re 
f | a $2. =a ey Wes 
—e——EEE ey been were 
- ’ | ee G { re mail 
* P| | . oo er. 
: | velo 
3 ; . “ : y4 cent 
Slide Film vie | % gran 
i Awe ; nee crati 
no 
; e gio? use. 
nacre” s Ww 
‘ ¢ gat > Full 
Dar 
7 (aM HRS SA oy il hous 
; pres 
oa BES hap se sll Ange ee ate Sell sf Aaa 3 ea oa 
: ' ‘a : : * G I ; FO | fog Site eee : and 
. Bt a5" )) 4 “rail 
ite ‘ vos 4 “ele 
4 33 ° | hous 
; § | Suild = 
i | gooe 
_ P . | ting 
RBS x The Key «ae Lists } ? all ¢ 
's ® ee nt Se. : = by § 
f aNd ee ! . 
“GUILD COMPANY . : sale: 
34 ‘ PIVEN, IV TN - Fé. be He ead ape * ae se uth C ry , e wy ric= 
: Pi. aie caus 
4 cial 
W 
. TEENS ARE PEOPLE visu 
: _ ss 
a - - Lak 
. SE take 
 *e boal 
én pe =) trair 
| Z - @2. 2 B 4 P turn 
: 7 a ~—/ > } 7 wa” ie 
ss a ‘= = EE . quan sales 
a Se eal | Ss pm OM. a : Tl 
ae : Sa = - a Shs | | ie 
Pe e ci} fa \ ™ ne | . it 
. Bea —- | Io 2 ee i. 
, BVA Sa; = 
ia an ; i He | ft aj 
q wad = > a pe | orde 
‘o> % 44 fs conc 
_ : Yi 1 - af . om 
oe , “~ | Cc 
. y | \ ; y/T ' ‘ 
: > o 4 
| oF pA \N\\f i | ooo FS 
_ hh \. | wane 4 
\ (AS : 
, eA | mt io J crea 
i « a ; m eal r é 4 Ww a s] 
h ; ici ton 
a ; es Pe og al t 
c. a7 ' / Pd J f “i bee $349 
e - a sai y . SS gles ¢ 
Peied, =~ _. i rans _ e 
“s anit | $30) 
#7 $ te? — soap 
| luxe 
- remé 
has 
. endi 
ss - 
: — | . )= 
; | | ee 
a | MU 
: | And 
4 spenc 
= © metic 
: y to se 
5 | ero i 
: | a maga 
: ; ae, “Ss SBR BEE ok ‘; confi 
POH TON Ral 
4 , i 
Ts Sah Wedge int 
| ee ee = 
: ; * BU Fifth 
% E ‘ vel leadi 
| EE , , ag | No 
= Mer eenes Sp Saree Meee s ee ee eee a ee aac brates 
ss PERLE Ta Weather ae ova Sie Laos Ns eet ei eae Ses ae oa ute ip ibies suai fs i a ere 
BS EDEN ray ie sae oo A ee eas Cpabeen Petty en TAG pe Saas eo age He Ae Gree ees Pa PC ee 
é 3 se te ga. | Se Le TTS PRR oe Eds ISS TE iene a cine SO TE bee ner ek. Oe ae eS : 
LAT ESE N OR TE EM ET CRN eR 


hicago, 
per hot 
designs 
tinenta| 
n plant 
Ss. 


ll that 
ell but 
netimes 
irnover 
r more 
at one 
decade 
as an 


ifection 
m only 


is now 
Son. 


. mail, 
-of-sale 
fall for 
iically- 
aid to 
ymobile 
ss sur- 
retails 
ed in a 
Clear- 
h. 

, Pitts- 
rtising 


ordon 
yilding, 


ERO 


Advertising Age, August 2, 1948 


Hile-Damroth 
Technique Used 
by Westinghouse 


New York — The Westinghouse 
home radio division has adopted 
the Hile- Damroth visual presen- 
tation technique to educate its re- 
tail salesmen on the new 1949 line 
of radios and television sets. 

Recent surveys have proved to 
Westinghouse that its salesmen 
were not well informed on the 
main selling points of its products. 
The “Black Magic Board” de- 
veloped by Hile-Damroth, re- 
cently used in the television pro- 
grams of both GOP and Demo- 
cratic conventions, was put into 
use. 

Westinghouse, with its agency, 
Fuller & Smith & Ross, and Hile- 
Damroth worked out the Westing- 
house sales story in four basic 
presentations: (1) an explanation 
of FM—how it differs from AM— 
and Westinghouse’s radios with 
“rainbow -tone” FM; (2) the 
“electronic feather,” Westing- 
house’s new tone-arm for its radio 
phonographs; (3) the yardstick of 
good radio—features which dis- 
tinguish Westinghouse sets from 
all others, and (4) “selling service 
by selling up,” basic facts of life 
about salesmanship. 


Goes Down the Line 


As the speaker informs the 
salesmen, he stands before a fab- 
ric-covered board upon which 
story-telling symbols adhere be- 
cause they are backed with a spe- 
cial granular surface. 

Westinghouse introduced the 
visuals to its distributors during 
a four-day yacht trip on the Great 
Lakes. The distributor, in turn, 
takes his kit of a Hile-Damroth 
board and four presentations and 
trains his own salesmen, who in 
turn will take the board into the 
retail store and make the pitch to 
salesmen there. 

The Hile-Damroth board is cur- 
rently being used by United States 
Navy recruiting officers (who use 
it in high schools), Blue Coal, 
Life, American Optical, Conti- 
nental Baking, Borden, Otis Ele- 
vator (which uses the board in 
order to sell elevators to building 
concerns), Standard Oil, General 
Oil, Lederle Laboratories, Merck 
& Co., and Wyeth, Inc. 


Bendix Boosts Prices 
of 5 Washer Models 


Bendix Home Appliances, South 
Bend, has announced price in- 
creases on five Bendix automatic 
washer models and a price pro- 
tection plan, both effective July 22. 

New suggested retail prices are 
$349.95 for the Gyramatic with 
automatic soap injector (up $30); 
$329.95 for the Gyramatic (up 
$30); $289.95 for the deluxe with 
soap injector; $269.95 for the de- 
luxe, and $249.95 for the standard 
(each up $20). Prices of two 
other models, S-101 and B-201, 
remain the same. Price protection 
has been granted for the period 
ending Jan. 31, 1949. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


N OTE: We now have facts compiled by the 

* Research Co. of America on brand 
Preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free Information, 


GF Sales Increase 
$18,700,000 Over ‘47 


General Foods Corporation’s net 
sales for the second quarter of 
1948 were $104,540,000, compared 
with $85,840,000 in the second 
quarter of 1947. Net sales for the 
first six months of this year were 
$224,567,000, compared with sales 
of $182,454,000 for the first half 
of 1947. 

Net earnings for the first half 
of 1948 amounted to $13,897,000, 
compared to $8,136,000 during the 
same period last year. 


De Long Names Grey 


De Long Company, Philadelphia, 
maker of bob pins, hairpins, safety 
pins, hooks and eyes, has appoint- 
ed Grey Advertising Agency, New 
York, to handle its account. 


‘Blade’ Adds 
Sunday Edition 
This Week 


ToLtepo—The Toledo Blade be- 
gan publishing a Sunday edition 
yesterday, Aug. 1. 

Effective the same date, the To- 
ledo Times, 99-year-old morning 
paper, will suspend publication of 
its Sunday edition, continuing on 
a six-day basis. 

Paul Block Jr. and William 
Block, co-publishers of the Blade, 
revealed last week that the new 
Sunday edition would retain most 
of the features of the Times, in- 
cluding its present comics, Parade, 
and an art gravure section. 


The Blade has announced that 
it would hire some of the person- 
nel from the Times, which also is 
owned by the Block interests. 
Walter Graham becomes Sunday 
editor. 

The new Sunday paper will 
have service from the three prin- 
cipal news services, AP, Wirephoto 
and International Sound Photos. 


Y&R Names Bunker, 
Barr Vice-Presidents 


Donald Barr, manager of adver- 
tising service, and Walter Bunker, 
television director of Young & 
Rubicam’s Hollywood office, have 
been appointed vice-presidents of 
the agency. 

Mr. Barr joined Y&R in 1946, 
prior to which he was vice-presi- 
dent in charge of marketing of the 


‘ 
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Birds Eye-Snider division of Gen- 
eral Foods. Mr. Bunker joined 
the agency in 1943 as a producer 
of the Jack Benny show. He was 
previously associated with NBC 
as production manager of the 
Hollywood office. 


Moves to New Offices 
Foltz-Weissinger, Inc., Lancas- 
ter, Pa., has moved to new offices 
at 120 N. Shippen St. The agency’s 
Harrisburg office continues at 
Crescent and Mulberry Sts. 


Addressed, gummed, perforated labels 


6,000 TAXICAB FLEET OPERATIONS 
9%4% accurate. $7 per 1,000. 
Sample 1,000 $12. 

25% with order. Balance C.O.D. 
The Taxicab Operator Magazine 


1737 Howard St., Chicago 2, II. 
AMBassador 1319 
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WEED & COMPANY 
PROVO STATION MEPRESENTATICSS 


JOHN 1 JONES 
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There’s a lot more to it than this... 


In business there’s a lot more to that calling card than formal 
presentation of a name. It means someone no farther away than 
your receptionist is here... right now ... to see you personally. 

And if the card carries the name of a Weed and Company 
representative, it means even more. It tells you: 


1. that the product represented is Spot Radio — one of the most 
profitable and most flexible of all forms of advertising. 


2. that the salesman of that product has taken the trouble to learn 
about your business before coming to talk about his own. 


3. that — like all Weed and Company men — he has over 250 years 
of combined experience behind him . . . with all it implies in 
terms of practical skill in an enormously complex medium 

where skill is at its highest premium... and... 


4. that this skill was produced by two basic factors: extensive 
knowledge and plain hard work. They always pay off... in any 
business. They are indispensable in Spot Radio. They are, 

in short, the two major reasons why Weed and Company service 
has proved so valuable to so many successful advertisers. 


We 


and company 


ed 


new york ° 
san francisco ° 


boston ~° 
atlanta 


chicago °* 


radio station representatives 


detroit 
. hollywood 
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Haller Starts Drive 


| W.A. Haller Corporation, Phila- 


delphia, is launching a campaign | 


for Haller’s reserve blended 
whisky, concentrating in its home 
state. The company is already 
advertising in six other states. 
|Haller is using 16 Pennsylvania 
| newspapers. The agency is Walter 
| Weir, Inc., New York. 


BRITISH PUBLICATIONS FOR AMERICAN 


THE BUILDER — W — The Builder House 
Catherine 8t., London WC2. Ed. I. Murray 
Le@lie. Adv. Dir. John B. Perks. The lead- 
ing Architectural and Building Newspaper 
with world wide circulation. 


MACHINERY LLOYD (OVERSEAS EDI- 
10 ht W—é 


TION) —Alt , Cavendish Place, London 
Wl. Ed. James F. Driver. Adv. Mgr. M. L. 
Layton. Engineering export journal in Eng- 


lish-Spanish covering British Bmpire Western 
em 


EXPORTS 


MACHINERY LLOYD (CONTINENTAL EDI- 
TION)—Ak. W—6, Cavendish Place, London 
Wl. Ed. James F. Driver. Adv. Mgr. M. L. 
layton, Engineering export journal in Eng- 
lish-French covering Europe. 

MACHINERY MARKET Est. 1879 W—Ward- 
robe Chamber 146A Queen Victoria &t., Lon- 
don BC4. Ed. A. Edwin Culley. Adv. Mar. 
Henry Young. Britains leading business engi- 
neering journal with world wide readership. 
The sales supplement is the largest of any 
other engineering jou 


FOR EXPORT 


6. 
MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS 


ADVERTISING 


EXPORT REVIEW DEVOTED TO MACHINERY, TOOLS, ELECTRICAL TRADE AND 
INDUSTRY 
WRITE FOR SPECIMEN COPY AND FURTHER PARTICULARS OF THE 
OVERSEAS EDITION AND CONTINENTAL EDITION OF 


MACHINERY LLOYD 


DEPT. AA. 
6, CAVENDISH PLACE, REGENT STREET, LONDON, W.1. 


Britain is Conservative! 


For 106 years ‘THE BUILDER" has been established as the Leading Weekly Newspaper 


for the Architeetural Profession and Building Industry. 


Kead and quoted by architects, 


contractors and merchants, ‘THE BUILDER" has a World-wide Subscription List covering 
Europe, Africa, Asia, U.S.S.R., N. & S. America, Australia, India and the Pacific. 
CIRCULATION AND INFLUENCE BRING REMUNERATIVE RETURNS 
Space enquiries to:—Advertisement Director, 


THE BUILDER, 


LTD. 


The Builder House, Catherine Street, 
Aldwych, London, W.C.2, England 


WAN T E D.. WRITER 


WITH A BIG FUTURE 


If you are a writer who won't be satisfied until you reach the top 
bracket of your profession, with the native ability to justify your 
ambition, we need you to furnish copy and ideas for a motor car 
with a brilliant past and a still more brilliant future. This is no 
job for a tyro. You must be a versatile, seasoned writer, with a 
record of success, poised and ready. for the big opportunity. 
You must produce sparkling ideas readily and express them 
effectively, whether their appeal requires emotion, eloquence or 
plain, hard-hitting sales talk. It’s a fine job, with a big future, 
with a well-known Detroit agency. “ 


Write Box 7125, ADVERTISING AG 
100 E. Ohio St., Chicago 11, Ill. 


reer rrritrttttrt teeter 


BARGAIN 


3400E ADDRESSOGRAPH 

MACHINE AT SACRIFICE 

PRICE FOR QUICK SALE 
* 


Used very little. Excellent con- 
dition. High serial number. Will 
sell for $1500 because of 
change in our mailing set-up. 


Phone Miss Dee at Delaware 
1336, Chicago or write Box 
7119, Advertising Age, 100 E. 
Ohio St., Chicago. 


rrrreererrier iri tT ttt i irri trier trite tert TT) see teweeeeeneed 


Small Agency has opening for a man 
with accounts. Chance to write his 
own ticket and to make for himself 
whatever place he wishes. Write fully 
in confidence. 


Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


LETTER SPECIALIST 


Available September 1st 
Direct by mail sales or circulation pro- 
motion. Well informed on economic 
trends; domestic & foreign affairs. Tested 
Human Engineering Lab. Exec. ability. 
Exp. intangibles, circulation, space sales. 
Former editor, village paper. Box 7122, 
ADVERTISING AGE, 100 E. Ohio St., 


| apply 


Ad-Man Was 
DESPERATE 


So He Wrote A *Letter-Series 

that Brought over 6% Reply 
An agency man’s biggest account collapsed. 
He had to have new business—but FAST! 
No time to follow “hot tips” or punch door- 
bells. So he asked himself—‘Why don’t I 
to my problem the same principles 
and techniques I have used for my clients?” 
He did—and with a series of 9 hard-hitting 
agency sales letters, he produced over 6% 
replies from prospective new accounts. He 


| got phone calls, letters, personal visits — 


trom advertisers with accounts running 
from $5,000 to $75,000. .HE GOT BUSI- 
NESS. Inside of 6 weeks he was in the 


position of having to refuse new assign- 


| ments. 


Quick, Inexpensive 
Best of all, this man’s strategy was inex- 
pensive; multigraphed letters, combined 
with an unique mimeographed form. Simple, 


fast, highly practical. And now—definitely 
ved! 


Although this series is ideally suited to 
the small or medium sized agency, a “big- 
shot” might read it with profit, too. 

s a new business plan that you can 
quickly adapt to your personal needs worth 


Chicago II, til. 


$10.00 to you? A ten spot will bring these: 
Portfolio of the identical 9 successful letters, 
enclosure forms, suggestions for adapting 
series to your needs, suggested method for 
quickly building productive mailing list, 
suggestion for building agency sales port- 
foho, pointers on best way to close business 
| after you reach prospect’s office. 


5-DAY inspection Privilege 


Tell you what! Remit with understanding 


| that youercan look over this material for 5 


days. Then if it isn’t worth a lot more than 

10 dollars, return for refund. But first, ask 

yourself what it is worth to get a new 

account. Make checks payable to: 
Ralph D. Wyly 

505 Belmont Avenue, Chicago 14, Illinois 

Series was used on 500 names in Chicago 


area only. Good anywhere else. Basic ideas 
still good here. 


LOT SE TEES 


| woman 


; 


RATES: Gc per line, minimum charg 
(maximum two lines) 25 
numbers add two 


HELP WANTED | | 


date” Biplay canned advertisements abe cad 


POSITIONS WANTED 


ARTIST—OPPORTU NITY 


With progressive agency near Chi- 
cago, handling A-1 accounts. Must 
be good layout—finish man for all 


around work in agency. Must know 
mechanical reproduction methods. 
Man or woman will be given oppor- 
tunity to share profits as well as 
good drawing account. Only workers 
need apply. Write, giving full de- 
tails about yourself. Replies confi- 
dential. Our staff knows of this ad. 
Box $689, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
Account Exec.—Food Exp... . .$7,500 
Advt’e Production Ass’tant.... 3,600 
Advertising Assistant 
Copy writers—Top Salary 
Layout Artists—$5,000 
SHAY AGENCIES 
30 W. Washington, Chicago 2, Il. 


WORLD MARKET 


AIRLANES, The _ International-In- 
Flight Magazine, needs energetic 
space salesmen. Excellent opportu- 


nity. Liberal commission. 
Phone CI 6-8994—ClI 6-8978 
340 West 57th Street 
New York City 19 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185, N. Wabash, Fra. 0115, Chicago 
SPACE Wanted for 


SALESMAN: 
Midwest territory by growing class- 
field publishing house. Opportunity 
to develop as advertising manager. 
Preferably now located in Chicago, 
poseest, Cleveland, Pittsburgh or St. 

uis. 

Box 9675, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 

Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
200 8S. State St., Har. 2063, Chicago 


Young Industrial Ad Man 25-32 
Chicago Manufacturer, operating na- 
tion-wide, has excellent industrial 
advertising Conertantty. in expand- 
ing department. Position requires 
experience in copy and rough lay- 
outs for catalogs, direct mail and 
general sales promotion material. 
Mechanical interest helpful. Chance 
to grow with a growing concern. 
Write fully giving age, education, 
experience and salary expected. 

Box 9697, ADVERTISING AGB 

100-E. Ohio St., Chicago 11, Ill. 


Secretary for Advertising Agency. 
Assuming responsibility. Write—ex- 
perience and salary desired. 
Box 9700, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALES PROMOTION AND SALES 
Old established manufacturer with 
national distribution is in need of 
aggressive man who has experience 
in sales promotion and merchandis- 
ing of tires, batteries, and acces- 
sories. Experience in merchandising 
through oil stations would be valu- 
able. Liberal salary. Age preferred: 
30 to 40. College training or equiva- 
lent, plus sound business experience 
necessary. All replies will be treated 
confidentially 

Box 9698, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


OPPORTUNITY 


In small successful Detroit Agency 
for a young established account ex- 
ecutive willing to share in its fur- 
ther development. Man considered 
must be experienced in copy and ac- 
tual servicing accounts. No room 
for Prima Donna or clock watcher 
here. The remuneration to be based 
on actual results plus future share 
in ownership. Strictly a chance for 
one who knows how and proves it. 
Write all about yourself and your 
qualifications—No fancy presenta- 
tion necessary. 

Box 9699, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
Layout, Design & Production Expert. 
Eleven years experience in magazine 
and book production includes design, 
layout, typography, art & supervision. 
Box 9679, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FREE LANCE WORK WANTED 
Exper., Free Lance Artist Desires 
Creative Layout and finish art work. 

Box 9690, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il. 
Seasoned business publication editor, 
with 16 years experience in automo- 
bile, marine and Diesel fields, desires 
osition with established ett rd 
ouse, not necessarily in those fields 
but serving a sound, progressing 
market. Have ability to turn out 
spaqaaine with definite reader-ap- 
peal. 

Box 9691, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 
AD ASST. 1 year catalog copy for 
top m.o. house. Bekgrd. radio, pub- 
licity, editing. B. A. Journ. Vet, 25. 

Chicago only. 
Box 9692, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Production & Editorial Assistant in 
agency or on trade paper. Young 
now employed editing and 
producing for national organization. 
Box 9693, ADVERTISING AGE 


| Fury. chain dept. 


| Artist—2 yrs experience free lance | 
jand studio. 


__100 E. Ohio St., Chicago 11, Tl. 
ADV. MGR. 13 yrs. adv. exp. Can do 
art, layout, copy. Now heads 4-man 
$7,200 min. 

Box 9694, ADVERTISING AGE 


100 EB. Ohio St., Chicago 11, Il. 


Layout, finish and pro- 

duction. Desires opportunity with 

advertising agency. 
Box 9695, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


Available East or West Coast 
Creative production supervisor- 
writer. Commercial mation pictures, 
slidefilms. Extensive knowl. televi- 
sion. N. Y. and Hollywood contacts. 
Rm.102,1349 N.Cherokee,Hollywood,Cal. 


ART DIRECTOR—Looking for that 
big. opgersuanty. Strong on layouts 
—National stuff. 

Box 9696, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 

INDIA WANTS U,. 8. GOODS! 
Hindu adv. man with connections in 
India, coming to U. 8. soon has new 
ideas on expanding advertising for 
sale of U. S. goods in India. Wants 
to contact adv. agencies. Address: 
D. G. Savarkar, 132 Fellows Road, 
London N.W. 3, England. 


Order Now for your sales 
meetings and conventions. Hand 
painted ties Personalized 
with your Initials, 
Trademark & Produet,. 
Pure silk, extra full, custo 
SUE GEO <6 bc pao 04450 tee vices $156.0 


Pat Marshall 
223 E. Delaware Pl. Chicago, Il. 


Wanted—mailing list of girls, age 
15 te 25, metropolitan area New 
York, also New Jersey and Connecti- 
cut. Any number. Will rent or buy 
outright. Details. 

Box 9682, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Beautiful Home Available! 
Are you transferring a man to your 
Chicago office? Barrington country- 
side—4% miles to station, handsome 
frame residence and guest house on 
approximately 4 beautifully land- 
scaped acres, harge drawing room 
with fireplace, picture window in 
dining room overlooks valley, 3 bed- 
rooms, 3 baths, automatic oil. 2 Bed- 
rooms and bath in guest house. Barn, 
large orchard. $32,750. By appoint- 
ment only. Parker H. Ericksen, R. 
No. 1, Box 418, Barrington, Illinois. 
Telephone Barrington 113-W-2. 


Advertising Age, August 2, 194) 


MISCELLANEOUS 
Advertising, Sales Literature, cop) 
layouts, ideas for Publications an 
Direct Mail, expertly prepared a 


| low cost. 


Robert Peterson, Phone Central 675.) 
442 Civie Opera Bldg., Chicago 6 


Sunshine Names Smith 


Norman B. Smith, who has bee: 
with Sunshine Biscuits, New York 
since 1913 in various sales and ad. 
vertising capacities, has been ap- 
pointed advertising manager 0! 
the company. He succeeds Pau! 
Allen, who has joined American 
Sugar Refining Company as ad- 
vertising manager. 


Joins Patch & Curtis 

Nancy Purvine, formerly assist- 
ant advertising manager of Buf- 
fums Department Store, Long 
Beach, Cal., and previously with 
Sears, Roebuck & Co., Chicago, 
has joined Patch & Curtis Adver- 
tising Agency, Long Beach, as an 
account executive. 


AVAILABLE 


Former Associate Editor and Art Director 
of LADIES HOME JOURNAL; Publicity 
Director CURTIS PUBLICATIONS; Assist- 
ant to Vice-President of PEPSODENT 
COMPANY in charge of Amos ‘n Andy 
and the bo aera etc.; as Executive 
Editor STREET AND SMITH MAGAZINES 
developed the SHADOW and NICK 
CARTER into network shows. Have quan- 
tity of original radio and _ television 
shows on tap. Author several books and 
short stories. Effective voice personality, 
personal salesman and modern publicity 
promoter. 


WILLIAM J. deGROUCHY 


Room 2010 Finance Building 
PHILADELPHIA, PENNA. 


plishments justify. 


St., Chicago 11, I. 


WANTED 
A Young Advertising Man With An Executive Future 


The Opportunity: A position in the advertising and prod- 
uct development department of a well established and na- 
tionally known manufacturer of drug and toilet goods 
products. He will be expected to make a major contribution 
to the executive management of the brands to which he is 
assigned. The scope of his prospective employer’s present 
business and future plans for this business is sufficient to 
permit advancement as rapidly as the individual’s accom- 


His Qualifications: The man selected will be about 30 
years old, in excellent health and of unquestioned charac- 
ter, with ambition to assume increasing responsibilities. 


His business training has consisted of advertising and/or 
sales work with drug or grocery products. Familiarity with 
market and consumer research methods, advertising media, 
channels of sales distribution and planning of consumer 
advertising and marketing strategy is desirable. 


He is now employed by an advertiser or advertising agency. 


He is above average in intelligence, exercises sound judg- 
ment, and has the ability to express himself clearly and con- 
vincingly in conversation or in writing. He applies energy, 
initiative and thoroughness to his work. 


He is capable of carrying out responsible assignments im- 
mediately. He also has the potentialities of assuming im- 
portant management responsibilities with added experience. 


If this unusual opportunity interests you and you have the 
qualifications, write us with full details of your educational 
and business background, and specify your starting salary 
requirements. Replies will be treated in strictest confidence. 


ADDRESS: Box 7124, ADVERTISING AGE, 100 E. Ohio 


field meetings. 


SALES PROMOTION MANAGER 


For electric and gas ranges. For a man who has had ex- 
perience in promotion of electric ranges, a large well- 
known manufacturer has an excellent opportunity for him 
to cover the advertising, sales training and promotional 
programs. He will supervise agency activities and help in 
Only men with qualified electric range 
merchandising experience should apply. 
references in your first letter. Box 7126, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Illinois. 
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Survey Shows ‘47 


Food Sales Broke 
Previous Records 


New York —Food sales broke 
al records in 1947, consumers 
once again became shoppers, and 
competition grew more intense in 
the grocery business, according to 
The Progressive Grocer’s latest 
issue of “Facts in Food and Gro- 
cery Distribution.” 

Sales jumped 20% from 1946, 
and reached the total of $28 bil- 
lion during last year, the publica- 
tion reports, in spite of dire warn- 


ings early in the year over 
economic prospects. 
Independent grocery-combina- 


tion stores experienced a 12% in- 
crease in sales while chain gro- 
cery-combination stores showed a 
35% increase. The independents 
accounted for 62% of total sales 
as compared to 38% for the 
chains. 

The sales curve turned upward, 
according to the report, in the 
face of a 21.4% increase in food 


for the produce 
Fifty-seven per cent of the re- 
spondents said that they would 
use this type of promotion piece 
regularly and 22% will use it oc- 
casionally. 

Tuck-in cards for end and floor 
display will be used regularly by 
43%; strips for gondola and shelf 
molding by 41%, easel-back cards 
for end and floor display, 40%. 
However, easel-back cards for the 
grocery counter get only 12% reg- 
ular use, while 60% of the re- 
spondents said that they will not 
use this type. 

Thirty-eight per cent declared 
that they would use recipe and 
contest pads and envelopes regu- 
larly and 44% said “occasionally.” 
Cardboard floor dispensers drew 
37% “regular” votes, as did win- 
dow banners and. general wall 
posters. 

Magazine ad reprints get regu- 


department. | lar usage from 25%, occasional 


use from 57% of the respondents, 
and only 18% said that they defi- 
nitely will not use reprints in dis- 
play—fewer than for any other 
type of point-of-purchase display 
except cardboard floor dispensers 
and contest pads. 

Most unpopular types of dis- 
plays are window cut-outs, floor 
cut-outs, light-cord displays, meat 
case stickers, window and floor 
decals, lapel cards and buttons, 
easel - back cards for check - out 
and easel-back counter cards. Al- 
most two-thirds of those replying 
declared that they would not use 
the latter two types. 


Wandless Appointed 


Feminidades, monthly women’s 
magazine of Mexico City, has ap- 
pointed H. J. Wandless Company, 
New York, as exclusive United 
States representative. 


Belgium Debates 
Restrictions on 
Proprietaries 


BrusseLs—Following its present 
recess, the Belgian parliament 
will debate a bill introduced by 
the ministry of health to ban the 
word “cure’’, testimonials, scien- 
tific discourses and symptoms of 
illness in word or picture in ad- 
vertisements for patent medicines. 

Objective of the proposal is to 


restrict sales and promotion of 
those products “which by heavy | 
advertising systematically declare 
a cure possible where science! 
cannot affirm it, and thereby hope 


to benefit by misleading the pros- 
pective buyer.” 

No remedies can be advertised | 
which claim to aid tuberculosis, 
cancer, diabetes or others to be| 


41 
named later. In addition, all 
manufacturers of proprietaries 


must secure a registration num- 
ber for their products and will be 
permitted to sell them only 
through registered druggists. 


Pauker Starts Campaign 


Pauker Boyswear Corporation, 
New York, is launching a cam- 
paign in Good Housekeeping, Life, 
New York Times Magazine and 
Parents’ Magazine to promote 
back-to-school boys’ sweaters. The 
agency is the S. R. Leon Company, 
New York. 


MIMEOGRAPHING 


* 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 


prices. The vast majority of both | 
independents and chain stores | 
completed their conversion to} 
self-service or semi self-service | 
operation, partly in an effort to. 
cut costs, partly because of the | 
increasing popularity of this type | 
of store. 


Ice Cream up 20% 


Some 67% of reporting stores | 
handled frozen foods during the) 
year—about 15% more than car- 
ried frozen foods during the pre- 
vious year. Household drugs were 
sold in 58% of the stores, 7% 
above the number which carried | 
them in 1946, and ice cream was | 
carried by 68% of the stores in| 
1947, as compared with only 48% | 
in 1946. 

Most popular type of display | 
material among operators of self- 
service stores is the wall poster 


| 
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WANTED 


TOPFLIGHT 
LAYOUT MAN 
For Texas 


One of the largest chains of 
super-markets in the South, 
located in Houston, Texas, 
needs a first rate visualizer 
who not only knows adver- 
tising layout, but who also 
knows type and label design 
as well. 


Eveellent Opportunity, working 
with former New York Agency 
Executive. Salary commensurate 


vith ability. 


ADVERTISING DIRECTOR 
Weingarten's 


P.O. Box 1698 Houston 1, Texas 


WANTED 
ADVERTISING MANAGER 


An old, established Chicago manufac- 
‘rer in the home furnishing field offers 
fine opportunity for a young advertis- || 
g man who has had some experience 
» th nationally advertised products. Some 
‘\owledge of production is essential as 
vall as ability to create broadsides, mail || 
«closures and point of sale display ma- | 
t rial. Good salary. Write fully givin } 
complete advertising experience and ref- 
© ences, 


Box 7123, ADVERTISING AGE | 
100 E. Ohio St., Chicago II, Ill. j 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Products 
Corporation is best ya and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 
be promptly given. 
Here is complete equipment and organization to handle all or any 
orders in which we specialize—from ILLUSTRATIONS 
to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


of printin 


and COP 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Proper Zuality 
Zuich Delivery 
Right Price 


Should Know What | 
PRODUCTS CORPORATION 


, = “PRINTING 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


——————————aaw 


part 


print. 


printing 
the great 


j distributing point. 


because of superior facilities and efficient management. j 


A — connection with a large, reliable printing establishment 
wil, 


save much anxiety regarding attentive service, 


quality and delivery. 


SS 


LUTHER C. ROGERS 
Board Chairman and 
; Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


L. 22 eee 


ci 


wt ARE STRONG on our S$? 


eo Du ect 


(THE FORMER ROGERS AND HALL CO 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Halil 
Company plaot) 


New Display Type 
for all printing orders. 


Clean Linotype 
Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 
as fast as the presses 


Mailing and Delivery 


service as fast as — 
copies are completed. 


A SAVING is often obtained 
in shipping 
is 


ect at’ 


iMPANY) 


Me Lge de 


at 


ee eS Se 


or mailing when 
done in Chicago, 
central market and 


\e? 


H. J. WHITCOMB 
Vice President and 
Assistant Director of 

Sales 
L. C. HOPPE 
Secretary 
.W. E. FREELAND 
Treasurer 


ate wits — glia) tes > ie < 


a 


Poe ee a ee aoe ae <n are a MEE ee — ee evens —— a ae pe 
2, 1948 @, vertising Age, August 2, 1948 A 
Eerie , " 
e, COP) _ 
ms an " 
ured a , 
ral 675%) 
ago 6 at 
a fs 
ith | ninetvantals : 
ae Pe . 
w York 
ind ad. 
en ap- 
ger of 
s Pau! ‘ 
nerican 
as ad- 7 
| . 
| | i 
; Adige Paes IT GP a r ih. toe ee Ci. . a rae ore, y Fy = 
nr. ce hi 
; « ” Ee » a Mi 7" a ty W i 
. ei a Pry a + 
“a Cee saan 
> oe? . oe 
o “oer Ss 
7" ‘ “. ets re oe He 8 b abs i! 
—_——— | ’ aa} vert J. ah 7 ik i 
es | Do jor } es OS Oi ay 
| oe Pe ae 
anmal ms 5 ee 
eee Dy le a 
| | te : 
ure ee 
rod- ) ee 
na- ; 
ods i ; 
tion i 
e is | 4 
t to 3 2 
ri] py . 
om- *. . 
: 
30 Be OF ASS EE . 
rac- Pi 
/or PY | a 
rith | BP 
dia, | : 
mer 
acy. | 
-on- —— < 
H a 
im- =9 
im- | * 
nce. a 
the | bed ~ 
mal | | Se 
| | a 
ary 
nce. 4 
~~ | i a 4 
— —_ es Se , , 
, a 
; e 
| ' 
pe | Si | 
| 
ae a ee’ Se a 
| H 
ee ) 
| , - 
| 
| . as 
a a il a ee : 
_ 
anes * es rhe’ Kore ace z Se age tae rae ee eS: Roll oa ett wlan Oe guy : ted z fae SREB agers ; Gow 3 bh ee oe poh iey rae A oe Or a ae us wee seem ‘a LB Saks Bara ae “ wer tt bata sed ; Saks, 5 3 Ave a a. 
SE Pe De IE re RL Tn RIFLE REET UR CGE CSS ERE IS EA Rca Ral TP aE SE RT ame SOMES ONO ar MR ES ek ips | nv a ORC RN Tov TE ot NR, 2 OPE DE 4 


. Add Thoughts on Admen’s 
" ‘Professional’ Status 


To the Editor: I was interested 

in the editorial in your June 28 

issue on “Professionalism” in ad- 
vertising. 

: It was particularly interesting 

F because several weeks before 

(May 2 to be exact), I wrote the 

attached. This may be of inter- 


probability that there may be a 
goodly number of our brethren 
who are becoming fed up with 
some of the “pseudo” shenanigans 
; of the business. 

RicHarp C. SHAw, 
The Lee Donnelley Company, 
Cleveland. 


ADVERTISING—A GAME, A 
PROFESSION—OR A BUSINESS? 
Advertising has sometimes been 
referred to as a game. Many 
PS. serious minded people in advertis- 
SB ing have resented this reference 
as suggesting adolescence or irre- 
sponsibility. Well, in all honesty, 
can we deny that there has been 
and still is considerable basis for 
such implication? For one thing, 
there are phases of advertising 


This department is a reader’s forum. Letters are welcome. 


est to you as an indication of the) 


Advertising Age, August 2, 194; 


The word business has an honor-| his copy from outlandish and sp 
able tradition. It is used with re- cious claims? Would apprecis 
/spect and dignity in the greatest | anything that ADVERTISING A 
|source books of ethics and stand-| will do to get some copy m 
‘a ever written—the Holy Bible | down to earth. 

—reaching its highest connotation Incidentally, does this guy kno vy 
tainment is sufficiently prevalent| what abject and incongruous for jn these words of the great Mas-|that the cut-away exposes bh ; 
to suggest that many advertising | advertising men to even want the/ter of Christian ethics—“Wist ye! client’s product to competiti: » 
people take ample precaution label of an occupational group to|/not that I must be about my| 


against becoming dull boys from/ which advertising is regarded as|Father’s business?” 


| the highest standard ever known. | protect his client’s interest a) 


- posite 


. 


fem Badnaainativen Cariay thaws Teas 


all work and no play. And, after! an improper method of getting| Advertising people are expected | PARKER BOILERS 
all, what’s wrong with having fun | customers? |to pin fancy names on everything | Operote af 20% Loss Cost 

} . . | COmPeat THES FRICKE WITH OFHTR BORED 
in advertising or in any other oc-| No doubt some advertising | that gets in their way. But there | er 
cupation? The trouble is that too | people take their “professional-| 27 seme names which even our | Ts —_-= ee 
many of us have too little fun in |ism” with tongue in cheek as part) brightest lights cannot improve. | - 3 ae 
our occupations. There are, how-|of a show which makes a good|Business is one of them. We ne om = 
ever, some differences of opinion | impression. But some of the boys,|Should be proud of this name. salar dad 
on the best ways to have fun. The | after a time, really get serious, if | Let’s make advertising a business | BOILER MFG. CO 


BOIS Cent 270m Street 
See Angetes 11, Cote 
Tet aDams 3-421! 


|only thing wrong with calling ad-| not maudlin, about it. Symptoms|—in name and in fact. Let's, 
_vertising a game is that it is an|of our pseudo-professionalism are | T@alize that when better advertis- | 
incomplete designation. It is, by|such phenomena as the various|ing is built, advertising hye 
/no means, the whole story. |forms of pontifical, high-priest|People will build it. Let's get 
| Advertising is also sometimes| mumbo jumbo used to shroud ad-|%0wn to business. 

referred to as a profession. Many | vertising in mystery; the practice | vy viv 

advocates of this term are sincere | of mo dual (Pema look | Agency Man Berates 
‘in their desire for a name which | sufficiently difficult to permit! ‘Childish’ Claims Rina | 
expresses a high purpose and | genius to flex its muscles, and the| To the Editor: Isn’t it time that) | ~~ 
ethical standards. And, it is true | “come-and-get-us” coyness with| copy men grew up and quit mak-| | 
that the traditional professions| which some agencies disdain di-| ing childish claims? 


vee 


such as law and medicine have} rect methods of soliciting new ac-| Witness the attached clipping) claims of other types of boilers: 
standards which are commendable, | counts. where some bright eyed youngster | that his type of boiler, “the bent- 
constructive, and worthy of emu- | It is quite -true that factual | brazenly claims that his client’s|tube”, cannot be descaled or 
lation. | study, inspiration and high stand-| boilers “operate at 20% less cost.”| cleaned by mechanical turbine 


But an excellent reason for not) ards of practice are important; Engineers know that the design type tube descalers? Theoretically, 
calling advertising a profession| elements of advertising. But doj|of modern boilers has become s0| such boilers lose their efficiency 


would seem to be that the estab- | the “professions” have a monop-| standardized that operating costs | from the very first hour’s opera- 
lished professions not only do not/oly on these desirable elements? | fluctuate with very narrow limits, ‘tion, and gradually fill up with 
believe in advertising for them-|In short, is “profession” a desir-|not over 5%, plus or minus, and | gceaje until the tube bore becomes 


selves but do not allow members| able and appropriate designation |the basic cost in boiler operation| 9 small that the boiler becomes 


which are closely related to make- of their professional associations | for the vocation of advertising? | is fuel. luseless. The remedy then is to 
believe and showmanship. Also|to advertise. They may be right} The preponderant and funda-| Yet here an advertiser claims) ejther junk the boiler or replace 
in advertising the factor of enter-| about this. But is it not some-| mental objective of advertising is | operating economies of 20%! lthe bent tube assembly; both be- 
commercial in character—to pro-| Of course, his alibi could be | ing costly procedures. 
e (duce or help produce sales. Es- | “Cheaper man is needed to oper-| M. M. Youne, 
sentially, advertising is a tool of ate our boiler,” or, “No man at) wo M. Young Advertising, 
/business and inseparable from all is needed to run this boiler,” [os Angeles. 


PROOF™ 
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...for higher readership- 
per-dollar, your best bet is 


CORONET! 


|business. We in advertising are|or (and I’ve heard some claims) | eve 
privileged to contact and asso-|that “our steam is better,” but/| 

‘ciate with business men and our still the basic cost item is fue) McBee Has Success 
livelihoods are derived from busi-| and on this basis all boilers should | with Plant City Ads 

ness. The history of our country is| be compared. | To the Editor: The McBee 
'a chronicle of business raised to| How can the modest copy man | Company of Athens, O., manufac- 


WSIX closes the deal 


G. When a man needs a loan WSIX 
7 helps him remember the advan- 
tages of dealing with long-estab- 
lished building and loan companies. 
And the borrower already feels at 
ease; is almost sold when he comes 
in to talk over needs and terms. 
After using a strip of quarter-hour 
shows for over six years continu- 
ously, one outstanding firm is sure 
that it takes WSIX to close the 
deal. Whether it is a 5c candy 
| bar or an automobile, let WSIX 
help close your deals in Nashville's 
5!-county retail trade area. 


only 16% !) 


*Starch ratings. 


Position Publication Per 1000 
Who Saw 
3rd Cover Coronet $2.00 ABC AFFILIATE 
2nd Cover Weekly a Ww $3.52 5000 WATTS 980 K ro 


2nd Cover Weekly “B” $3.45 


And remember—Coronet'’s readers are not 
“skimmers” or glancers. (Readership of 


Coronet’s lead-off and final articles varies AND WSIX—FM 


71,000 W. 975 MC 


Represented Nationally by TY aT erie 


2,500,000 quality circulation THE KATZ AGENCY, INC. : Se 


at the lowest rate 


in 


multi-million magazine history! 
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problem was out of the ordinary, | 
the sales promotion should be un- 
Consequently, the 
folder at- 
in appropriate 
The 
major feature of the piece was 
the “basic” floor plan, silk screened 
on tissue, and then covered with 
These were 
|then fastened over paraffin car- 
by using the stylus 
and ruler provided, the prospect 
sketched in how his offices would 
To make a 
change, he need only lift the ace- 
tate, and every line would disap- 


a modern layout 
was used on the entire promotion 
piece, to symbolize the slogan of 
“Business Realtors | 


We believe you will agree this | 


Enthusiastic Reader 


Writes First Fan Letter 


To the Editor: I don’t remem- 
ber having written a fan letter 
before in my life, but after having 
read your very helpful Pay-Off 
column every few issues I thought 
you would like to know that you 
have one very enthusiastic reader. 
And, undoubtedly, you have many 
more. 

The Pay-Off gives many valu- 
able tips to us in the mail order, 
direct mail, and advertising fields. 
Keep ’em coming! How about a 
book with this material? 

LEIGHTON GUPTILL, 

Circulation Manager, Ameri- 

can Artist, New York. 


ALVIN SCHULTZBERG, 
Ralph A. Hart Advertising, 


PRESENTATION BOOK 

TRANSPARENT PLASTIC 

ENVELOPES, FOLDERS BY V.P.D. 
Zipper case books, factory sob ticket 
holders Sold only through leading 


stotionersintheU $A ondConedea 
or descriptive catalog write 
- 


La Box 242 
JOSHUA MEIER CO.INC. CooneSen en 


in Cash Farm Income 


est ard the Declaration of Independence, | 
ind sp - the Bill of Rights and pictures of | 
precia e all the U. S. Presidents and their| usual as well. 
NG AcE wives; the other, the Bill of|oversized [17x27%"] 
xy mea Rights, and pictures and bio- tached was used 
‘graphical sketches of all the envelopes for all prospects. 
y kno, Presidents and First Ladies. ]} 
ties | hie 
a Floor Plan, Stylus Help a sheet of acetate. 
nor Prospects Design Space 
RS To the Editor: In the package bon. Thus, 
< /enclosed is a sample of what we 
ror believe to be a most unique and 
—y unusual approach to a realtor’s| best suit his needs. 
: problem. Our client, Richard B. 
= |Herman, had the assignment of 
ARKER | renting a complete office building | pear. 
FG. CO vacated by the Department of Im- In addition, 
me ‘migration and Naturalization. 
2 aor Since the government had occu- 
/pied the building from the early| our client: 
'years of the war, the structure| with Modern Ideas.” 
Ik has heen accomplished by management and was literally “off the market”) 
W's “NO.” ‘That's what the purchesing agent ear eagle hate tel naples, Manama | through these many years, and should prove of great interest to 
| citiatinteaitinieiantintiatiaihe ssienitinhinticidaalentier ababiibe little was known by the public! your many readers. 
'about its offices and general floor 
i will pay. This results when rising costs increase hae ma available. Our people realize that they | layout. 
| selling prices to the port that buyers rebel. Then can be paid only out of the sale of what they pro It was decided that since the | Philadelphia. 
switches are thrown on machines and the roaring ‘duce. Increased wages and higher prices for 
boilers: hum that makes prosperity and jobs is stilled. materials can be met in only two ways... higher 
ie bent- sale prices of increased production. The former 
led or At McBee we recognize that danger and are in daeien, terniniadmaiieanmaiia 
turbine determined that the price of our products shall ieniatvetibe 
etically, not rise beyond the reach of our customers. Today 
fficiency we are paying the highest wages in our history. This danger which management faces has not 
| Opera- The price of materials we use has risen to heights passed. The inflationary pressure is still great. 
ip with that, a few years ago, we would have considered But as long as management and employees face 
a famastic. Yet our price advances have been small, the problem together and do everything 0 in- 
n is to nowhere in proportion to - increased costs. . crease efficiency and production, we are confident 
replace Dividends to stockholders have been maintained the problem will be solved. In that way, we will 
oth be- at the modest rate we have paid for several years. protect the future of our company that means s 
How could that be done ’ much to us... and to Athens. @) rac e 
ING, ' 
tising, This it one of © series of odvertisoments putblished in the belie! that 
the interests of indvety ond the commundty are one ond the some 
The M°Bee Company 
McBee ~~ 
anufac- COMMUNITY AD—The McBee Co., Athens, O., has resumed its plant-city ad 


series, which, according to Byer & Bowman, the agency, McBee's management 
considers vital for good community-employe relationship. 


turer of special accounting meth-| KGNC had 2,500 of these books 
ods and equipment, has resumed | printed in expectation of the de-| 
its plant-city advertising which| mand for them. Our expectations | 
was so successful last year... | proved to be correct and our sup-_ 

The general management of this! ply is almost gone. Thus ends the | 


concern considers these messages 
in their home city newspaper of 
vital importance and a regular 
part of the operation from now 


that many of the misunderstand- 
ings that were present among em- 
ployes and townspeople prior to 
this 
solved. 

The secret of its success is un- 
doubtedly that each advertisement 
is written to meet a local prob- 
lem. Each advertisement is the 
result of the interest of some seg- 
ment of employes or townspeople | 
in the particular subject covered. | 

The interest in this kind of| 
work among industries all over| 
the nation is intense. That is evi- | 
denced by the fact that last year 
the McBee Company received | 


of these advertisements. 
Leo A. McPHERSON, 
Byer & Bowman Advertising 


on. It has been their experience | 


campaign have _ been dis- | 


short story of how KGNC has| 
brightened the table of many 
homes in this area, and will con- 
tinue to do so for years to come. 
Roy L. VINEYARD JR., 
| Merchandising and Promo- 
| tion, Plains Radio Broadcast- 
| ing Company, Amarillo, Tex. 


, F 


Freedom Train’s Aim 
Gets Boost in Omaha | 
| To the Editor: The enclosed | 
| folders were sent to 36,000 Omaha 
'school children a week in ad- | 
vance of the Freedom Train’s ar- 
rival in Omaha. Distributed to 
the schools by the school authori- | 
ties and passed out to the chil-— 
dren by the teachers. | 

The Associated Retailers of 


‘Omaha paid the printing bill. 
quests for thousands of bi eccad ee oe ee Oe 
| 


I am sending this on to you for 
the reason that many children 
/cannot get into the train and by) 
‘doing what we did, we at least 


A giant farm market—the great agricultural area 


surrounding Kansas City. 


According to the United States Bureau of Agricul- 
tural Economics, Kansas ranks 6th in the nation with a 
1947 cash farm income of $1,266,671,000. Missouri ranks 8th 
with a 1947 cash farm income of $1,080,676,000. 


The leading farm paper in Kansas is The Weekly 
Star. Its Kansas circulation towers above that of any other 
farm publication—29% more than the 2d Kansas farm paper. 


By even a larger margin The Weekly Star is first 
in Missouri—57% more than the 2d Missouri farm paper. 


In Kansas and Missouri The Weekly Star is first 


Agency, Columbus, O. ‘got the main idea over and into 


the homes of thousands of fam-| 

ilies who have never read the| 

. . Declaration and do not know) 

Gobbles Up Print Order wnat the Bill of Rights is all. 

To the Editor: Enclosed you | about. 

will find a copy of the “KGNC | Maybe some of your readers can | 

Cook Book” which was published | pick up an idea from this about | 

by us this spring after several| what to do to help out when they 

quests were made over our|have the train in town, or before 

zisten Ladies” program for lis-|the train gets there. 

“ners to send in their favorite) From the avalanche of letters | 

recipes. ‘from teachers and the children re- | 

These requests brought over| ceived by me, I know this was} 

000 replies, and these recipes| sincerely appreciated. 

vere compiled into this book con- Louis A. LEPPKE, 

t.ining over 200 pages of favorite | Omaha, Neb. | 

recipes of the women of the Great! [Editor’s Note: Mr. Leppke, 

Flains area. As the offer stated,| who describes himself as “just a 

each lady that sent in a recipe) private citizen,” prepared two, 

my | received a cook book absolutely | folders for distribution to Omaha | 

“Bf fee; however, as a precaution| school children. One reproduces 


, FF 


Cook Book Demand 


= oy 


of all farm publications in R. F. D. circulation, first in total 
circulation, first in farmer preference, first in dealer accept- 
ance. 


The Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 
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‘ to Offer Television 


NY Paramount Theater 


Theater screen size television is 
to be offered as a regular enter- 
tainment feature in the future at 
the New York Paramount. Tele- 
vised events of wide interest are 
to be incorporated into the pro- 
gram as they take place. 

Among the recent happenings 
witnessed by the Paramount audi- 
ences were the Louis-Walcott 
fight and sessions of the Repub- | 
lican and Democratic national 
conventions. The theater will use 
its intermediate film system, re- 
cording the shows off the televi- | 
sion tube. 


Posner-Zabin Adds 3 


Needlecraft Pad Corporation, 
Betty Fashions, Marion Creations 
and Herman D. Oritsky Company, 
New York, have appointed Pos- 
ner-Zabin, New York, to handle 
their advertising. 


Colgate Names Elliot 


John L. Elliot has been ap- 
pointed vice-president in charge 
of western operations of Colgate- 
Palmolive-Peet Company, with 
headquarters in Berkeley, Cal. He 
succeeds B. W. Railey. 
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Dormeyer Mixer 
Intends to Hold 
Top Sales Place 


Cuicaco—Since 1945, Dormeyer 
Corporation has moved from 12th 
place to first position in electric 
food mixer sales—and gives a 
large share of the credit to its 
policy of “selling 
the seller.” 

Believing that 
the best salesmen 
are those who 
can give an en- 
thusiastic recom- 
mendation for a 
product, Marvin 
E. Allesee, vice- 
president and di- 
rector of sales 
for Dormeyer, 
took over the 
sales post in 1945 determined to 
ereate a continuing public confi- 
dence. 

Sales were no problem. Appli- 
ance-starved consumers kept elec- 
trical dealers’ shelves bare of mix- 
ers. And James E. Archambault, 
president of the company, saw to 
it that the material, machinery 
and manpower were quickly 
pushed to peak production. Dor- 
meyer sales volume increased pre- 
cipitously. 


Launches ‘Sell the Seller’ Push 


But Marvin Allesee was not sat- 
isfied to have mixers moving just 
because they were mixers. He 
wanted customers to come in and 
ask for Dormeyer by name—and 
he wanted the clerks in the retail 
stores to sell Dormeyer by name. 

Between the company’s 17 fac- 


M. E. Allesee 


tories and 72,000 retail counters, | 


there are nearly 500 distributors 
and 9,000 distributor salesmen, 
plus 217,000 retail 


should be sold to the hilt first, 
Allesee launched his “sell the 
seller” campaign. 

As his first step, he prepared a 
series of mailers, an elaborate 
turnover distributor sales piece, a 
fact tag to be attached to each 
mixer leaving the factories, a 
dealer fact ‘book, a customer cook 
book, a customer questionnaire 
and a dealers questionnaire. 


‘Every Feature a Plus’ 


The individual mailers plugged 
the company’s production service 
and quality with graphic mes- 
sages. The distributor presenta- 
tion used large illustrations to tell 
the story of Dormeyer pioneering, 
its rise in the industry and the 
performance record of its prod- 
ucts. 

Fact tags carried the legend, 
“Every feature a plus with Dor- 
meyer,” and listed as outstanding 
the 17 ball bearings in the turn- 
table, the mixer’s two-position 
mixing head, recipe tested speeds 
and the super-powered lifetime 
lubricated motor. 

The dealer fact book plugged 
the idea that mixers are today no 
longer luxuries, but necessities, 
listed facts “to help you sell Dor- 
meyer, the first name in mixers” 
and included a selling quiz with 


18 questions and answers about | 


the product. 

The company also called in 
Ethel Allison, baking authority, 
prepare an “Electric Mix 
|Treasure Book,” with more than 


135 recipes designed especially for 


the mixer. 


Devised Mailing Drive 


Objective of the dealer and con-| 


sumer questionnaire, of course, 


was to obtain information on the | 


of the product and 


opinions 


popularity 
homemakers’ 


salespeople. | 
Convinced that the distributors | 


regarding | 
‘the general utility value of the 


Pe 
—— 


SELL THE SELLER / 


SELL THE SELLER—As Marvin Allesee, 
vice-president and director of sales for 
Dormeyer Corporation sees it, a com- 
pany must sell its distributors, dealers 
and dealers’ employes on its merits be- 
fore the flow of goods from factory to 
consumer can reach peak volume. 


appliance, 

Once the information had been 
coordinated, Mr. Allesee assembled 
mailing lists of home addresses of 
more than 9,000 distributor ex- 
ecufives, buyers and key sales 
personnel, and launched his “sell 
the seller” drive. The early mail- 
ing pieces described production 
details, competitive position, ad- 
vertising support and sales and 
profit opportunities in marketing 
Dormeyer mixers. 

Other direct mail correspond- 
ence was directed toward the deal- 
ers and their salespersons, remind- 
ing them that they had a poten- 
tial market for mixers in 72% of 
electrified homes, of Dormeyer’s 
understanding of problems faced 
by retailers, and emphasizing that 
the retailers’ grasp of product in- 
formation is necessary for success. 

The customers reportedly re- 
ceived the cook books with en- 
thusiasm—the dealers’ interest in 
the product was maintained with 
follow-up letters and sales assist- 
ance, and today, in 1948, Dor- 
meyer holds first position in both 
production and sales. 

Consumer advertising, mean- 
while, continues with four-color 
pages in an impressive list of 
magazines, all ads promoting Dor- 
meyer as “the first name in mix- 
ers.” John W. Shaw Advertising 
here is the agency. 


Lownie to Schreiber 


William A. Lownie has been ap- 
pointed sales manager of the 
Schreiber Brewing Company, 
Buffalo. 
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This new but rapidly develop- 
ing legal principle, a man’s right 
to be let alone, is becoming in- 
creasingly important in advertis- 
ing. The law had its birth in an 
article of the late Justice Bran- 
deis. 

“In very early times,” the noted 
jurist wrote, “the law gave a 
remedy for physical interference 
with life and property. * * Grad- 
ually the scope of these legal 
rights broadened and now the 
right to life has come to mean the 
right to enjoy life—the right to be 
let alone.” 

This right today in the states 
where it has been adopted, pro- 
hibits unwarranted comment and 
exploitation of a man’s personal 
affairs and private life, irrespec- 
tive of whether the advertising 
statements are true. 

The bewildering phase of this 
new comer among legal doctrines, 
however, arises from the varying 
attitudes of state courts in accep- 
tance or rejection of the principle. 


By Albert Woodruff Gray 


Right of Privacy 


Ninth of a Series of 10 ‘Legal Reminders’ 


Adding further to the confusion 
are decisions intimating that dam- 
ages may be recovered in any 
state where the offending adver- 
tising has appeared. 

“Does the law refuse all redress 
to one who has been grievously 
imposed upon and subjected to 
embarrassment, humiliation and 
scorn, merely to satisfy the desire 
of some business concern for pub- 
licity?” demanded a California 
court in a recent decision. “We 
think not. Plaintiff rests her ap- 
peal here for redress upon her 
right of privacy and we think it 
may be so supported. This right 
by its very nature includes the 
right to live free from the un- 
warranted attack by others, upon 
one’s liberty, property and repu- 
tation.” 

Only omission from copy and 
script of all references to inci- 
dents of the private lives of others 
can chart the course for advertis- 
ers free of the rocks hidden on 
the shifting shores of this law. 


American Optical Co. 
Shifts Agencies 

American Optical Company, 
Southbridge, Mass., has moved its 
sun glass advertising from J. M. 
Mathes, Inc., to Federal Adver- 
tising Agency, New York. Batten, 
Barton, Durstine & Osborn, Bos- 
ton, continues to handle opthalmic 
products and institutional adver- 


tising, and Sutherland-Abbott, 
Boston, safety products. 


Brearton Joins Locke 


Robert J. Brearton, formerly 
with the advertising and sales 
promotion division of General 
Electric Company, Schenectady, 
has been appointed assistant to 
the merchandising manager of 
Locke, Inc., Baltimore. 
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If you’re interested in climbing — 
climbing sales fi ures — it’s the one on 


the right. 
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Bee & Gardens 
screens him for you because our 
100% service content on better 
living squares precisely with his big 
interest in his home and family. 


America’s First Service Magazine 
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PR Society to Set 
Dues, Standards 
at Fall Meeting 


New Yorx—The Public Rela-'| 
ions Society of America will re-| 
verve the questions of dues and) 
standards of practice until it holds | 
ts first annual convention in Chi-| 
ago Nov. 16-17.~ 

At that time a committee 
ieaded by Verne Burnett will pre- 
ent a tentative standards of prac- 
tice statement for adoption by the 
‘roup. Dues have been set for 
he first year at $30 plus a $10 
initiation fee, but the schedule is 
ip for consideration at the con- 
vention. 

Virgil Rankin, president of 
PRSA—which was formed by the 
merger of the Nationai Associa- 
tion of Public Relations Counsel 
and the American Council on Pub- 
lic Relations—told AA that the 
group’s membership continues at 
about 1,000. He said that only 10 
applicants have been screened and 
added to the group, but that 
PRSA has a sizable number of 
applications awaiting action. 


What It Takes 


The group has set its member- 
ship qualifications, which include: 
(1) freedom from affiliation with 
a subversive organization; (2) for 
active members, five years of 
working experience as counselor, 
executive of a counselor, public 
relations executive for an insti-| 
tution, advertising agency, or a 
teacher of public relations (sub- 
ject to board approval); (3) per- 
sons having five years’ experience 
in professional public relations 
work not covered in preceding 
classifications but who have 
shown special proficiency, made 
special contributions to the field 
and attained standing “compar- 
able to the above.” 

Associate memberships are 
available for those otherwise | 
qualified who have more than a | 
year but less than five years of 
public relations experience or | 
those with five years of PR ex-| 
perience but not on executive 
levels. 


May Pyramid Time 


Applicants may pyramid time 
in various jobs covered by the} 
qualifications to meet the five-. 
year requirement; also, where the | 
eligibility committee recommends | 
it, the board of directors, by a. 
three-quarters vote, may waive | 
the five-year requirement. 

The “Public Relations Journal,” | 
PRSA’s magazine, interpreted the | 
requirements for executive level | 
as follows: “Must have been the) 
executive head of a public rela-| 
tions operation, with or without | 
assistants, for at least five years. 
... A member of his staff is not, 
unless he or she has executive re- 
sponsibilities or has had at least 
five prior years of public rela- 
tions executive or teaching expe- 
rience. An executive is one 
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‘Macy Supenda Physically Ice Cream Study 


|who has supervisory responsibili- 


ties or who has authority to make 
decisions regarding his 


to Become ‘Largest Store’ 
R. H. Macy & Co., New York, 
which has long boasted of ex- 
ceeding all other individual retail 
stores in sales, will be the largest 
store in the world from the stand- 
point of physical floor space after 
completion of new alterations. 
Marshall Field’s in Chicago has 


| 


| 
| 


been the largest store physically 
up until now, but Macy’s intends 
to raise the previous figure of a= | 
012,000 square feet to 2,132,000, 
passing the Field total of 2,046,- 
000 by 86,000 square feet. 

In order to do this, the store 
is shoving aside a Fanny Farmer 
and Nedick store to make possible 
a new entrance. Last year the 
store grossed more than $170,000,- 


000 in sales. 


Paraffined Carton 
Council Issues 


Cuicaco—Greatly increased 
purchases of factory-filled ice 
cream packages by American con- 
sumers within the coming year is 
the prediction of “Packaged 
Profits,” a new 48-page book just 
issued by the Paraffined Carton 
Research Council here. 

Citing the increased production 
of automatic packaging machines, 
more new refrigerators with low- 
temperature storage compart- 
ments, and an increasing use of 
home freezers, the council fore- 
sees an impressive expansion in 
ice cream consumption in the near 
future. 

One of the principal factors 
contributing to this expansion, 


45 


according to the book, is the mar- Gregory & House Adds 2 
keting of ice cream through food) Jean Dunson, formerly assist- 


stores and supermarkets, and the! ant to the continuity director of 
development of point-of-sale mer-| WHK, Cleveland, has joined Greg- 
chandising equipment for dis- | ory & House, Cleveland, as assist- 
pensing ice cream. }ant radio director. James How- 
The book emphasizes the self-| S°M,_ formerly with Industrial 
service idea, colorful paraffined| Publishing Company, has joined 
| packages and better facilities for the agency as a copywriter. 
'storing ice cream in the home as 
items which almost guarantee |® 
steadily increasing consumption. 
The book is available from the 
council at 111 W. Washington St., 
Chicago 2, for $2.50. 
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WHN to Become WMGM | - / 
When WHN, New York, moves 
to new offices at 711 Fifth Ave. | 
next September, its call letters | 
will be changed to WMGM. The! 
station is affiliated with Metro- 
Goldwyn-Mayer through common 
ownership by Loew’s, Inc. The 
FM station will be renamed 


WMGM-FM. . 
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takes quick, clean 


Mail coupon for FREE sample book now... 


Contains samples of improved Hammermill Bond in wide range of pleasing colors 
.+-the brighter, purer white in five substance weights...and matching envelopes. 


LOOK FOR THE WATERMARK ...IT IS HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


MERMILn 
BOND ! 


Companion papers for office use include 4 
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i 1 sustains Sgt Belt Pog te ae 


What a difference it makes in 
the work we turn out!” 


Clearer, sharper finished work 
on its smooth, glare-free surface 
whether for letters or forms... 


Feel the new sturdiness . . 
the new firmness of body to 
make this improved paper stand 
up in your files and in your mail. b. 


it’s whiter, better than ever before. 


erasing, too. 


+ note . 


“ “ ‘ Mies i . 
—— a see 


| Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 


Please send me — FREE —the sample book showing the improved *Y 
Hammermill Bond. 


Name 


Position 


‘Please attach to, or write on, your business letterhead.) 44 26 
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equipment with more than 100 


Oilmen Prefer moving parts, this means cut- | troduced, buyers want “splash” 


that when new equipment is in- | Caecteaneacetiettt pe nasimaian aime emaernne tnt a ee ts ata aed 5 lh 


+ : aways, diagrams, engineering facts | advertising so they notice it and | 
Fully Descriptive and operation instructions. That | can get full information. ~Hhetenal i The Creative Mbans Corner , 
C F b &S y descriptive ads are liked was de-| advertising is sufficient to keep | j f Co’ 
Opy,. opes ys termined, Mr. Fobes said, by a} buyers posted on older, standard / : 
Los ANGELES — “Surveys and|survey among men who buy or| equipment, Mr. Fobes said. Having strayed off his normal pasture into the field of ~ 
4 sales results have proved to us| influence buying in the petroleum) The survey was conducted i pte go Beg ne Ren nag! Fe ad week =. Bu 
r eet hupers & the peu Ss eee eg oy Sea ey oe Caen Sojourning in his ’41 Dodge, he has noticed manne the 
nn Glatty Wees Gnd epprociots Tully |SOretnS ee ee iat eed caationises toned en eeuns tate ef weltinnn tle which 6 let aun | 
: descriptive advertising,” F. S. mates 7 agp patna oe we = ee ——e er oe ster advertising—chiefly in the gasoline field—has fallen a 
Fobes, manager of advertising and | asked for specific case histories in| personal interviews. Respondents ate Lg ee ~~ ea B nag pea ma a oe («Ua bi 
product information for Baker Oil| preference to general claims; 8% | were asked to indicate in the or- ectiees thn Weos oa Befann-Briskenn ar = nas pam ( § nearl 
Tools, Inc., Los Angeles, has told | said they like institutional ads in|der of preference the magazines pees Py Aprnngfn hy iggy mr aaa gE poh yg / @ plies, 
: the Industrial Advertising Asso-| full color, and 4%2% expressed a/they read, to describe the kinds aryl e > 6 a oi tm hat oe oe yo 9 j) J small 
ciation of Southern California. | desire for ads which contain little | of ads they like, and if possib.e to 2 Baroni Suite eg aa ne pro ye Be pte e om paves licati 
He explained that for his com-| copy and mostly illustration. mention specific ads with the E y oye, P . . . : pg vey. 
: . ; i name of the advertiser, the publi- sso board—showing a young lad leaping over a fence, with j The 
pany, which makes some pieces of | Incidental comment indicated ti 0 rp Reget nig ’ : ase the caption, “A short cut to mileage”—is typical of the ennui 4 aie 
. ~ a ann y elie ert pe Bens — that has overtaken the human interest illustration, apt cap- ¢ a 
lowed, Clarence Davenport, Mc- j tion treatment here of late. The Gulf boards, in this same ( based 
Carty Company, pointed out that / school, don’t even bear repeating. ; small 
the survey proved what the “As- i The Ford boards have come closest, in the Corner’s opin- j that i 
sociated Business Papers have ion, to establishing a new school—with unusual illustrative : much 
’ been sayirig for years about ‘tell- j treatment, such as the carving in the tree in the series based t in bu 
all’ copy.” on the theme, There’s no place like home—for Ford Service. / §& ropol 
Beyond this, however—in the Corner’s opinion—imagina- j study 
a tion has been as sadly lacking as in the television field. ; vertis 
Form Ace Advertising j Having viewed advertising critically for all too many ( oare | 
Martin Willsted, for the past 10 / years now, the Corner wonders if creative thinking—in the / mark 
years an account executive with j direction of sales messages intended for posting—isn’t ham- } ropoli 
COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 8 gree Inc., ea _— pered Mrs many do’s and don’t’s that have grown up in j The 
tog? ; : : : an oel ndres, president 0 this glorified fence-chalking profession. Why, for example, 

; rer mn lat © Deity List Meistenence! es met ne wey = ie Ace Mailing Service, New York, should copy for a poster be limited to 10 words or fewer? j pon 
Pe tien! © Addressing and Complete covered that this complete circulation have formed the Ace Advertising Do people simply glance at posters because of an inborn j pele 
fi © age € Statements Micro-rec: iment Service! service produces amazing results, re- Service, with offices at 165 Wil- trait—or because poster copy, beset by a lot of self-imposed — 

© Regular Renewal Follow-up! > we hyd aay eae liam St. New York. limitations, doesn’t require them to do anything else? Is i ship 1 

ses Want more information? Write or call: a top competitive position. . 7 the outdoor field—like the magazine field—harnessed by the j years 
TN Bisceglia Names Agency high-traffic fad? Or might it be advisable here, too, to get j J | 

- aa PUBLISHERS 9 Bisceglia Brothers, Wine Cospe- arene a complete message to a small but productive audi- } Dr 

" evelopment e ration has appointe . Georges ence? 

; Phout A & Keyes, New York, to handle ad- The Corner ruminated sadly recently on the scissors and on 7 
Weve 9-373 538 South Clark Street, Chicago 5, Illinois vertising for Paradise wine, effec- paste-pot thinking that seems to dominate the television / f mobil 
tive Aug. 16. field. It wonders if this thinking isn’t equally responsible ; ownec 
/ for most of the lousy boards that litter our highways and buy t 
NEVER BEFORE IN THE DAYTON AREA (| "yo7'cret: {ce 
When you get right down to it, the heart and soul of any =} fi fourth 
advertising is original thinking. Maybe it would be a good j domin 
idea to throw away the textbooks and research reports for : prefer 
h y S 0 | a while and see what the hell happens. ( Am 
a pe Mm a Nl y p p 0 p e This isn’t a particularly original thought with this Corner, j were: 
but it certainly seems to warrant a little brain-celling. It j Cols 
certainly wouldn’t retard progress any more than it has (39.19 
q (| n n W been retarded since the boys with the questionnaires got the i tooth 
[ e 0 p ep S p a p f l upper hand. Hey, Fax Cone, Walter Weir, Leo McGivena— j lace 
j move over! j owde 
@ Today's circulation of the Dayton Daily News—both on week EE ee ee aS oy 
: days and on Sundays— is the largest in history. It is far above . ‘cl’: . . busine 
any other Dayton paper. It represents the tenth big gain in as Bauerlein Agency Opens|'51" in Canadian Drive _ fpowde 
many years. Export Department a aged Pen ang er 4 Ltd. SB runnit 
Bauerlein Advertising, New Or- Sialanher toleta ta @ tn ee ce ership 
leans, has established a new ad-| nagian magazines and French Clay 
vertising and public relations de- rotogravure papers for the Parker nd te 
partment for export and Latin | «.-,;; : ; . Mifar be 
American accounts. Heading the ol Y Business papers in th perks 
- . - ewelry, stationery and drug fields § coffee 
department is Pierre Villere, for- se int-of-sal aterial als Fee 
mer advertising and public rela-|\\ 57) Ce anit ie P voy yee a’so B famili 
tions director of Chicago & South- hg paign, Bight 
- > - which is handled by the Toronto §,: 
: | : ern Air Lines and at one time | office of Walsh Advertising Com- §.°™" 
: : UP bureau chief in Caracas. to Bo 
; r : * . New accounts in er eect a. garine 
- . are an advertising and public re- by 
cE ' Th e D a yt 0 il Da | ly N e WS lations program A the Interna- | Schoble Names Lowell Ww 8 
ue tional Trade Mart, New Orleans, Schoble Hats, Inc., New York, §-"— 
: and public relations of Chicago &|has appointed Mortimer Lowe)! 


. 
Ca Nl d 0 t h e 0 h Southern Air Lines’ Caribbean di- |Company, New York, to handle its 
- | vision. advertising. 
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—, OUT-OF-TOWNER’S 
DEPARTMENT 
; Week-day circulation is 93,839, a gain of 53% over 1939 ions eae " 
; Sunday circulation is 138,847, a gain of 125% over 1939. bes ats es teen 
. These tremendous gains prove the outstanding preference saa 
. which readers have for the News. These readers not only have @ PHOTOSTATS 
: confidence in the paper's editorial policy — they pay most atten- ~ 
tion to advertising which appears in the News. A recent R. L. @ PHOTO-OFFSET PRINTING | ri 


Polk & Company survey showed that 65.57% of those inter- @ PHOTO ENLARGEMENTS i 
viewed paid most attention to advertising which appeared in OR COPIES 


the News. . ————— , 
Call on RCS craftsmen for 


Take advantage of the greater coverage of the News. Take advertising production today! 
advantage of its vast ‘“pre-sold"’ audience. Use the News—on 


week days and Sundays. 


Plants in Two Chicago Loop Buildings 


110 S. Dearborn St. 
360 N. Michigan Ave. 


WISCONSIN 
go eT ° 
All Phones STAte 5977 


Write for RCS Price Schedule A. . 


Raven Copy SeRrvace. enc. 


Represented nationally by Sawyer, Ferguson, Walker Company | 123 N. WACKER DRIVE. e CHICAGO 6, ILLINOIS 
New York * Chicage * Detroit + Atlenta * Los Angeles * $an Francisco : 
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34,000 Replies 
Covered in ‘Grit’ 
uying Survey 


WILLIAMSPORT, Pa.—A _ survey 
of brand preferences, based on 
nearly 34,000 questionnaire re- 
plies, has been published by Grit, 
small town weekly. It is the pub- 
lication’s 13th annual reader sur- 
vey. 

The high number of responses— 
probably the highest en which any 
brand preference study was ever 
based—was obtained by use of a 
small prize offer. Grit declares 
that it attempted to cover “pretty 
much the same subjects” covered 
in buying studies by various met- 
ropolitan newspapers and that the 
study thus “gives the national ad- 
vertiser an opportunity to com- 
pare his position in the small town 
market as well as in various met- 
ropolitan centers.” 

The study is divided into sec- 
tions on automotive, drug and cos- 
metic, grocery, home appliance, 
home improvement, tobacco and 
miscellaneous products. Owner- 


12.5%; All Sweet, 10.2%; Blue 
Bonnet, 8.5%, and fast-gaining 
Delrich, 6.1%. 

Karo completely dominates the 
table syrups; Gaines dog food has 
gained far greater dominance in 
its field; Old Dutch cleanser was 
used by 45.5%, with Bab-O sec- 
ond, used by 24.6%; Lifebuoy 
leads both bath and face soaps; 
Ivory leads dish soaps, with Dreft 
a close second. 


Freezer Field Wide Open 
Where a fourth planned to buy 
a Philco a year ago, more than a 
third said they plan to buy that 
make this year. Zenith also 


| gained: where 10.4% planned to 


buy that make in 1947, 21.1% plan 
to buy a Zenith this year. 
Among those planning to buy 
home freezers, preference has 
changed greatly since two years 
ago. At that time 38.1% were go- 
ing to buy General Electrics and 
20.1% Sears’ Coldspots. Only 
18.9% plan to get a G-E this year 


and 3.6% a Coldspot. Philco rates 
second to G-E, with 10.3%. 
Ownership of electric irons, pres- 
sure cookers, refrigerators and 
washing machines has changed 
very little in the year. 

In 1948, as in previous years 
back to 1944, about 41% of Grit 
cigaret smokers buy Camels, 30% 
Lucky Strikes, 13% Chesterfields 
and 4.5% Philip Morrises. Prince 
Albert pipe tobacco has more than 
half the sales in the small towns, 
where 59% of Grit families buy 
this product. 

The study also shows percent- 
age of home ownership, occupa- 
tion of head of family and other 
market information. 

Copies of the study are avail- 
able to national advertisers and 
their agencies on request. 


Form New Agency 

Robert G. Bertley, B. Singer 
and Joseph Stonehill have estab- 
lished an advertising agency with 
offices at 119 W. 57th St., New 


York. Mr. Bertley was previously | Opens St. Louis Branch 

Forjoe & Co., New York, has 
was disbanded recently when Mr.| opened a St. Louis office in the 
Paris retired. Mr. Singer was for-| Paul Brown building, 818 Olive 
merly in the newspaper business | St. Leslie P. Ware has been ap- 
and Mr. Stonehill was formerly | Pointed general manager of the 


chief copywriter of Harold Paris 
Advertising, New York, which 


with the New York Herald Trib-|new branch. 


une and prior to that with Albert. 
Frank-Guenther Law, New York.) 


a aaeenaan saa Wanted: Food Product 
To Clark & Rickerd I want to help some 


Donald H. Toolin has been ap-| *t™ with a good prod- 
pointed to the post of research and | "t become a national 
market analyst at Clark & Rickerd, | est seller. This field 
Detroit. He formerly was a mem-| ‘§ Wide open! 
ber of the Atlantic & Pacific Tea Box 7116, Advertising Age 
Company’s sales and merchandis- | 330 w. 42nd St., New York 18 
ing department. - 


Chicago 
Mefender 


IN EXCESS OF 200.000 
ABC MEMBERSHIP 


GEORGE [. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


ship by brands is shown for other 
years, as far back as 1944. 


Dr. Lyons Up; Clapp Down 


The study shows that 79.1% of | 
Grit reader families owned auto- | 
mobiles in 1947. Most (29.1%) | 
owned Chevrolets and intend to | 
buy that make (30.3%). Good- | 
year tires were preferred by a) 
fourth and Champion spark plug. 
dominated its field with a 65.3% | 
preference. 

Among preferences covered 
were: 

Colgate, with a substantial gain 
(39.1% to 50.3%), led among 
tooth pastes; Dr. Lyons took first | 
place from Colgate among tooth 
powders; Toni, which had about 
half of all home permanent wave | 
sales in 1946, had 86.2% of the 
business in 1947; B. C. headache 
powder and Bayer aspirin were 
running head-and-head for lead- 
ership in headache remedies. 

Clapp’s baby food, a close sec- 
md to Gerber last year, dropped 
far behind in 1947; Maxwell House 
coffee is used by 21.5% of Grit | 
families, far ahead of second-place | 
Eight O’Clock with 9%; Nescafe | 
dominates instant coffees, 26.6% | 
to Borden’s 18.7%; leading mar- | 
garine is Nucoa, 13.7%, followed | 
by Parkay, 12.9%; Nu- Maid, | 
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You'll have | 
smooth sailing | 
when Philipp 
handles your | 


display problems 


LITHO APHING 


1422 W. 4th ST., MILWAUKEE 12, WIS. — 
PHONE - MARQUETTE 8-2446 es 


America’s Advantage 


Must Be Maintained 


Only by protecting our sources of abundant food 


can we continue to lead the world 


° 2 7m 


An Editorial in the August Country Gentleman 


nation can have a strong and expansive economy only if 
it has abundant food-producing resources. 


[ IS time for an all-important fact to be recognized. A 


“The high American standard of living and our thriving indus- 
trial system, with its many employment opportunities, both rest 
upon this foundation. They depeloped because we had such 
abundant resources, and their permanence depends on the 
continued productivity of these resources. 


“It is a simple economic truth that has long been unheeded 
because nobody had to think about it. Food has always been 
plentiful in this country, in the greatest variety to be found 
anywhere. With the exception of the periods following the two 
World Wars it has also been relatively cheap—sometimes too 
cheap for the good of those who produced it. This abundance 
of food at a moderate cost has had a vital significance. 


“Over the long period in which records have been kept by the 
U.S. Department of Agriculture, food has taken an average of 
only about 24 per cent of the spendable personal income. The food 
bill was more often below than above this figure. 


“This left a large margin of the people’s earnings to be spent 
for the products of industry. Nowhere else in the world has so 
much been left, after food needs were met, to be used in raising 
the general standard of living. It is this broad margin that has 
made possible the varied development of industry and the 
diversity of employment that this country enjoys. 


“To realize the full meaning of this fact one needs only to look 
at the contrasting situation in other countries. Even in the low- 
price years before the last war, and with dominions to draw upon, 
food took more than 35 per cent of the spendable income of the 
English people. As a result England was never able to develop a 
high internal standard of living comparable to our own and had 
to rely on the export of a major share of its industrial production. 
France and Italy, where the food bill takes even more of the 
personal income (70 per cent of the average workingman’s earnings 
according to latest figures), have lagged industrially behind us. 
South American countries, because of the low quality and rapid 
exhaustion of their food-producing resources, have found it hard 
to develop industrially. In China and India, where food absorbs 
most of the personal income, there is little industry and a tragically 
low standard of living. 


“Food is the primary necessity of life. People spend their 
earnings for it first. Because we have always had plenty of food 
at a reasonable cost a large surplus of personal income has been 


available to support the complex industrial system, widespread 
employment and all the variety of professions and services 
that flourish in this country. The food supply in itself consti- 
tutes our biggest industry, providing the main source of new 
wealth, the largest transportation load and more employment 
in production, distribution and services than any other 
branch of our economy. 


“This abundance of food-producing resources and the chain 
of effects it has created have worked to the advantage not only of 
the non-farming public but of the producers themselves. American 
farmers have been able to apply the intelligence, ingenuity and 
large-scale production methods that make our agriculture utterly 
different from the types existing where land and water resources 
are poor and limited. Moreover, the expanding population en- 
gaged in other pursuits has provided them the greatest market 
with the highest buying power available to farmers anywhere 
on earth. 


“The lesson ought to be so plain that nobody in this country 
is unaware of it. An ample and permanent food supply is a 
national essential. 


“Jts assurance requires two necessary measures. One is a 
program that will safeguard farmers while they are producing an 
adequate supply of food. The other is the conservation of our food- 
producing soil and water resources. These resources are now 
being depleted at a rate that, in no distant time, will surely under- 
mine the foundation of our economy. An effective national land 
policy that will conserve and maintain them is to the direct 
personal interest of every individual in this country. It is one issue 
on which there should be united support. 


ee . . . 
Abundant food-producing resources are indispensable to 
the kind of America that we have and want to keep.” 


Good Farming—Good Living 
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48 
Bankers Study 
Public Opinion 


MINNEAPOLIS—Banks rate well 
with the public generally, with a 
majority approving of bank profits 
and lending policies, but there is 
still plenty of room for improving 
their public relations, the Min- 
nesota Bankers Association was 
told here by Lloyd Borg, head of 
Mid-Continent Surveys. Mr. Borg 
reported on results of a survey 
he made at the behest of the asso- 
ciation’s public relations commit- 
tee. 


Twenty-two per cent of those) 


interviewed, he reported, favored 


iF YOU USE CAR CARDS 
Send for FREE Sample — 


"CARDISPLAY” 


UNIQUE POINT-OF-SALE 
CAR-CARD HOLDER | 


; ; CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 


government ownership of banks, 
and an additional 15% had no 
‘opinion on this subject. Savings 
account depositors were also 
critical of the “low interest rates” | 
paid, 65% declaring that rates 
were too low. Banks were con- 
sidered by the majority of re-| 
spondents as being poor places to 
work. 


GF Shifts Mahan 


W. J. Mahan, former staff tech- | 
nologist in the New York research | 
and development headquarters of | 
General Foods Corporation, New | 
York, has been appointed technical | 
director of the Diamond Crystal 
Salt division, succeeding Dr. J. 
Avery Dunn, who has been named 
acting sales manager of the At- 
lantic Gelatin division of General 
Foods. 


Taft Joins World Wide 


Don Taft, former general man- 
ager of Beck Yarn Company, New 
York, has joined the World Wide 
Advertising Corporation, New 
York, as an account executive. 


(Advertisement) 


<a 


(L_<=> Hm-m-m!... Must be a“SPEND-O-CRAT” 


ing advertising a 
publications. You 


QUALITY REPRODUCTION IN... 


—all under ONE 
definite saving 


RC CESS |step procedure, emphasizing the| vate organizations. 


'U. §. Chamber 


horton! 
i ‘Sais gaan? 
we weereses 


|The fa ilk yh hn Badr! 


Te Now meh is wonderful fand—deckors, diet> _ 
; tak, Corl a ee. 


But do you know ety? 


~ 


Mit A hhend of tres math amd pure wgar 

Borden s Fagie Brand the mag ey to tosses 
cam-to Os, coonommicg! pie fillings, cookin, cake 
fromungs, <2 ormmen, conden, You cam both “cream 
eed wage: vous coflee with Eagie Brand, dedicsaen!) 


serve 6 as pure en) ohedeumme as Nemtthy coms ar! 
euxtern sence Geo printuwe— Borden's Mirth 


tvoporeted tor baby heading ond costing 
Barden s by aporetes Mub & pure, seeet aul from 
winch ont the mateo rormmed. and the Vitamin 
content inereaed (400 wets in every panty! 11's a 
cepted by the Counce! on Fors sod Netriien of Une 
Amerwan Vedas! San wun 

Borden se aporates 5 a vandard for infant fart 
mg § wollent in cooking ton, and fine for callie, 
Sweetened condensed fer hwecious descents 
Whore som want pepeteme! Condemand math comnge 
per che ereeimad— evden + bagle Grand Comdraerd : 
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Hee that comer family gets plenty of mail ter drm 
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TEAMMATES—The Borden Co.'s three kinds of milk are advertised together for 
the first time in this color page which appeared in the July |7 issue of The 
Saturday Evening Post and is scheduled for Look Aug. 3 and Life Aug. 9. 


small expense, (2) a moderate-| 
size project involving a small staff 
or (3) a thorough study utilizing 
a field staff and the most ad-| 
vanced research methods. He is 
urged to establish a strict survey 
pattern accordingly and to stay 
with it to avoid getting side- 


Issues Booklet 
on Trade Surveys ii wun ulin 


WASHINGTON—The domestic dis- | distort and misplace emphasis in 
tribution department of the|the final summary. 
United States Chamber of Com- 
merce has published a eemens| Hits ‘Endless Percentages’ | | 
booklet aimed at helping local! The distributor is cautioned to/| 
and national distributors and en-| avoid survey summaries com-| 
titled, “How to Make a Local | posed of an “endless series of 
Area Trade Survey.” | percentage figures” and is advised | 
Distributors, the foreword says,|to supplement question and an- 
are challenged with “a gigantic|swer data with material from| 
new responsibility’—to move to| other sources and with interpreta- | 
consumers a national productive! tion. 
output that has doubled since pre- The booklet discusses a broad 
war days. That responsibility can | variety of subject matter, includ- 
be met, the foreword continues, |ing buying by householders, farm 
only by increasing the knowledge|and rural population, transients 
and improving the tools of sales| industries, schools and public in- 
management through intensive | stitutions. 
study and testing of local trade| Discussing sources, the booklet | 
centers and the trading areas they|stresses that, because the same | 


| 


serve. |source of 

The booklet, which sells for 50| types on gi Real gO ge 
cents, approaches the complexi-|should be obtained from the) 
ties of conducting trade surveys|source at one time to minimize | 
from four major directions: se-| expenditure of money and effort. 


| 


SEEING IS BELIEVING. Let us show you proofs of the 


finest process color plates produced regularly for the lead- 


gencies that have appeared in national 
ore always assured of faithful repro- 


duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad-setting, Engraving and Printing 


roof. ONE contact and ONE order —a 
of your TIME, TROUBLE and Money. 


PHONE WHITEHALL 2300 


a 


quence of operation, subject mat-| A key shows varying uses of data 
ter, sources and methods. \from each source. In addition to| 
| detailed descriptions of local} 
/sources, the booklet lists state, | 
Under sequence of operation, regional and national data avail-| 
the booklet sets forth a step-by-|able from governmental and pri- 


Shuns ‘Ivory Tower’ Studies 


/importance of anticipating surve 
| results wherever possible as A Gives Questions, Action | 
means of directing and improving; The booklet outlines several | 
| survey questions and interpreta-| practical survey methods, includ- | 
tion. In this way investigations | ing short-cuts of value to those | 
can be conducted to prove or dis-| with limited experience. | 
|prove important points. This is} A valuable feature is the listing 
presented as an “applied research” |of tentative questions in a large 
method, to be preferred over the| variety of general problem areas 
“ivory tower” pure research|common to all distributors. An 
method that starts out “to see|adjacent column lists possible ac- 
what develops.” | tions to be taken by the distribu- 

This means, the booklet says,|tor as a result of answers obtained. 
that questions should be aimed at; For instance, under the head- 
obtaining answers indicating def- | ing, “Product Quality,” tentative 
inite action that a distributor or|questions include: For various 
group of distributors should take. | types of products, how far do 
In order to insure gaining results | people go to shop? How much 
on matters that are most impor-|time do they spend en route? 
tant, the distributor is warned to|How are these factors related to 
classify his survey at the start as|frequency of purchase and size 
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action indicated in the adjac: y 
column includes: Document 
requests to suppliers for speed 
delivery; improving transpor' ;. 
tion and parking facilities. 

The U. S. chamber also has 
published a 22-page booklet c.- 
signed especially for small d s- 
tributors, titled “How Can Y oy 
Get the Facts about Your Market ’” 
The booklet, available for (0 
cents, tells what important fac ‘ts 
the small distributor needs o 
learn, where to get these fac ‘ts 
and how to arrange them to poi it 
out needed action. 


Neave Named Weir V.P. 


Ralph Neave Jr., director of ro. 
search of Walter Weir, Inc., New 
York, has been elected vice-presi- 
dent in charge of research of the 
agency. 


of 


ga ga 


Zippo Appoints Geyer 
Zippo Mfg. Company, Bradford, 
Pa., maker of table and pocket 
cigaret lighters, has appointed 
Geyer, Newell & Ganger, New 
York, to handle its advertising. 


today’s 
FARMER 


... is a biologist, a botanist, an 
entomologist, a physiologist, an 
agronomist, economist, geolo- 
gist, diagnostician, a midwife, a 
market analyst, a labor relations 
expert, nutritionist, engineer, 
capitalist and entrepreneur. 


Today’s Influential farmer is all 


these plus being a leader in his 
community and a power in his 
nation. He is one of those mil- 
lion-plus members of the Ameri- 
can Farm Bureau Federation. He 
is a prophet of free enterprise — 
a progressive thinker who is 
always open to new ideas which 
contribute to greater efficiency 
and better living on our farms. 


Reach this Influential farmer 
and a million others like h m 
through their own publicatior ... 


Whe Nation's 
ABRICULTUR : 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATIO! 
109 North Wabash Ave., Chicago, Ili. 
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adjac: nt Bg ¢ This Is Your FBI (Equitable), . 
va th Hooper Expands Mer District Atiorney Girisioi- 
. Revered. WS .accediecosececes 5 . . 
 .1Service, Boosts | Sszasacven Bien for more than nine consecutive years 
A T pen ecdd abies cng des a 
ne , - ervice, 005 hg ~ Hatt te Auto-Lite), ¢¢ 
* Ge éveceseuseethaesevsqusnsn A 
af: 99 shee CHATTANOOGA MEDICINE CO 
= <I charges for 49. schon 3 


Can You Top This? (Colgate- 


farket ’” Palmolive-Peet), NBC ........ 7.2 

= 0 (Continued from Page 1) ——— e. » * 

n acts a . ’ ’ 

Saf [wil precede by three months an | Curtis Renews ‘Post has been advertising* on 
increase in subscription rate, “to for 52 Weeks ABC 

Be fa: s give subscribers an opportunity or es os . 

to poi it The Curtis Circulation Company, 


to acquaint themselves with it, 


‘ . : , P Philadelphia, has renewed for 52 
and wh gp hey for a weeks the thrice-weekly sponsor- ° bf 
Vv P in Fra ience measurement) chin of “The Listening Post” on S a ion em /p l S 


budgets.” the American Broadcasting Com- 
r of re. pany, Mondays, Wednesdays and 
c, New f a eee “ta “ tne | FTidayS, 10:45-11 am, 
e-presi- a establis etween the| The program, heard on 178 sta- : ’ First FM station in the Mid- 
1 of the §36-city and U. S. audiences in/tions, is handled by Batten, Bar- 2 rte — ~% night, niet et Wy M CF South 

January and February, 1948, pro-| ton, Durstine & Osborn, New York. : ccyeres, National represem ~~ . 

vide the base for the continuous a the Branham Company. ” 
er projectable ratings. These will be| To Kermin-Thall and operated by the Commercial Television coming soon 
radforg gy *'@blished regularly hereafter in| Fashioncraft Cloth Products, Affiliate Appeal. 

pocket surveys Jan. 15-Feb. 15 and Oct.|New York, maker of baby prod- aa d ' P y / 

spointed I 15-Nov. 15. ucts, has appointed Kermin-Thall, *A “selective” advertiser with more than 1,053 quarter hour programs during this period. 
r, New To defray the cost of the new | New York, to handle its advertis- 
ising. service, the Hooper organization | /"8- | 


is boosting its annual budget by 
more than $200,000 from the pres- 


ent $1,200,000. The four major 

networks would provide $100,000 Ask the man who owns one 
additional—each paying in pro- 
portion to total network time sales 
in the preceding year—and $100,- 
000 additional would come from 
advertisers and agencies. These 
would pay one-third higher than 


scp or Para and ask the man who’s used one 


both groups is being boosted from 
$1,200 to $1,600 a month, and the 
minimum from $25 a month each 
(for those without network shows) 
to $100 for agencies and $50 for 
advertisers. Rates for other sub- 
scribers, such as stations and pro- r  acieeiattitinn 
gram package producers, also are + yee ' , 


ibeaciie dee 


being raised. . 6“ °° -* 1 an ms } 
Mr. Hooper showed a map of X ll GC a eigled ¢- TWh 
the alleged shortages in coverage ou say real he Pod . WOW 
of the Nielsen Audimeter method. twenty limes a minute! -, , 
S “The diary method,” he added, “‘is | 
the only method that goes every- | 

where in radio as completely as | 


the U. S. mail.” 
SUMMER LISTENING 
FREEZES HOOPERATINGS 


New YorkK — Summer listening | 

is varying little this year, with) 

inist, an the July 30 Hooperatings almost 
identical to the July 15 report. | 


81St, 208 walter Winchell, heard on ABC| 
geolo- for Jergens, took top honors, as | 
‘ he did in the July 15 report, with 
dwife, a 13.9, 
elations Others in the top 15: 
: , Stop the Music (8:45 p.m., P. hed ogni eeubial> 
re teetiard), ABC 0. .020500-0 11.8 | oh ete we 
eur Stop the Music (8:15 p.m., Allied 
2 Chemical & Dye), ABC........ 11.6 
Take It or Leave It (Eversharp), 
. MM oc Puce Cans deocka pinta 10.9 
er 1s all § crace Heidt (Philip Morris), 
<y Sa "GRRE Oro Re ae 9.6 
fin his®t ak the Bank (Bristol-Myers), 
shi SN dC ive-se Hikeade Cktes «<a 8.9 
r in his “Fat Man” (Norwich), ABC..... 8.7 
il. New Harriet Parsons Show (Jer- 
ose mil ~~ Bie tee TC 
Ameri 
ion. He SEVERYBODY GETS THIRSTY! YES, JUST AS IT MAKES SENSE to ask the man who owns a Packard, car-sheets tell the truth. Lear-sheets | Tear-sheets t 
s | it also makes sense to ask the advertiser who has used Reilly tell he ~ truth. Reer-enects. sell the itell. the trutl 
= y ° P - e oe ° r-sr 
_ ; pLastTictyPEs. Not only Packard, but hundreds of other leading national Jeter tell. ~ sagen Tes Senate tell ths 
who is | advertisers can tell you that this finer, lighter plate means cleaner, more he truth, ‘Tear-sty Te 
° ° ° -S. 
s which uniform reproduction—even in a long list of newspapers, where a tell the tru TEAR-SHEETS 
ficiency variety of production conditions exist. es tell the truth 
r farms. Reilly pLasticryres are the high fidelity plastic plates—the result of lB ores Reilly Electrotype Company 
over six years of experience in making fine plastic plates. If you haven't ll th 305 East 45th Street 
farm ef looked into the advantages of Reilly pLasticryres, you're due for some _. New York 17, N. Y. 
ke hm il surprises. Just mail the coupon right now. day Mail a a sample Plastictype, and 
atior...| That’s what keeps this billion nt oe 
1 dc Jar industry flourishing in good REILLY - C Have a representative call to give 
tires or bad! To sell the soft THE HIGH FIDELITY PLASTIC PLATES ._ eee " me full details. 
| dink bottlers of America, use ear- 
N tional Bottlers’ Gazette. It’s oh, Name 
NRE ben the industry’s number one renered 
S..esman since 1882 .. . first in e . he trut Company 
A3.C. paid circulation, first in e ear-sh . 
R a vertising volume, first in edi- b lg Bais Poy om 
to ial coverage. Keller Publishing eets tell the & Dept. A. A. 
C:mpany, 80 Broad Street, New e truth. Tear- 
Y rk 4, N. Y. Detroit: Penobscot REILLY ELECTROTYPE COMPANY rere ee te 0 > 
pg ‘ : e truth. Tear-s 
= ; mi ag Mh gg pinay mot a West 305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 Seis ore tell the truth. Tear- 
ary . CHICAGO + DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES touth Paar.cheate tall the tenth ltha tenth ‘Par 
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fentine’s Day, Thanksgiving, etc., 
‘Christmas has been the only “day” 


New ‘Lover's Day’ 


in Brazil Is Big 


Selling Success 


Sao Pavu.o, Brazi—For years, 
Brazilian merchants have en- 
viously observed the ease with 
which their North American 
brethren have stimulated gift buy- 
ing through promotion of “gift 
days.” 

While merchants up north have 
pepped up sales with Easter, 
Mother’s Day, Father’s Day, Val- 


when giving gifts had been ob- 


‘served here—until this summer. 


Determined to find a midwinter 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR | CSTERT IN MEDIUM 
eects tet a 

aioe _ ron 
pooing Data, Weather 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


sales stimulant, the chain store 
organization A Exposicao devoted 
a substantial portion of its annual 
ad budget of almost $200,000 (one 
of the largest in Brazil) to pro- 
moting a new gift day. 

The Dia dos Namorados, or 
“lover’s day,” was set for June 
12, on the eve of the festival of 
San Antonio, protector of lovers 
and happily married couples. With 
the editorial help of both news- 
papers and radio stations plus ads 
of cooperating merchants, the 
project was an enormous success 
—so much so that plans already 
have been made to _ introduce 
“lover’s day” to other Brazilian 
metropolitan centers. 


Cyl-Dent Uses Co-op 

Skin Tested Drug Products, Inc., 
New York, on behalf of Cyl-Dent 
toothpaste, will sponsor the weekly 
broadcasts of the “Abbott and 
Costello” cooperative show, on 
WJZ, New York, beginning Sept. 
8, Wednesdays at 9-9:30 p.m. The 
new dentifrice was recently in- 
troduced in New York and eastern 
markets. The agency is Jasper, 
Lynch & Fishel, New York. 


... after all, what’s a micron? 


Not much, we'll admit. It takes 25 microns to make 
1/1000 of an inch. So are we being too careful when we 
measure the etched depth of every Laurence photoengraving 

with our recently installed Microscopic Depthometer? 

We don't think so—nor do our clients. They like the way we 
now indicate on every proof the exact depth — 
in microns — of highlights, middletones and shadows. 


shows how hard we work to reach perfection. 


LAURENCE, INC. 


for quality photoengravings 


547 SOUTH CLARK STREET + CHICAGO » WABASH 6284 


Here’s the 
“CERTIFIED DEPTH" 


The etched depth of this plate has been 
measured by Laurence inc. with 
the Microscopic Depthometer 


“1/1000 in.) 


A CERTIFIEG DEPTH 


(25 microns = 


stamp. You'll find 
it only on proofs 
from Laurence. 


Jewelers Tell 
Ad Plans; Bulova 
Spends $4,000,000 


(Continued from Page 1) 
dow displays, repair tags and 
other dealer aids will be available 
at a nominal fee. 

The Biow Company, New York, 
handles the account. 

Approximately 350 other manu- 
facturers of jewelers’ items spon- 
sored exhibits at the convention, 
billed as the largest jewelry trade 
show ever presented. Nearly 15,- 
000 retailers, wholesalers, impor- 
ters and manufacturers were ex- 
pected to have registered by the 
end of the week. 

Promotion on an industry-wide 
level was sparked by the Jewelry 
Industry Council, which announc- 
ed results of its “Silver Parade” 
promotion conducted last spring 
and outlined a new “1948 Watch 
Parade” promotion scheduled for 
Oct. 10-24. 


‘Parade’ Hikes Sales 


A. E. Haase, executive director, 
said that the study of the Silver 
Parade promotion, in which jew- 
elry retailers cooperated to pro- 
mote silverware last April 19 to 
May 1, showed that of 1,015 jew- 
elers filling out questionnaires, 
53.3% reported sales increases 
during that period, 68.6% reported 
more people looking over flatware 


phony, a nit pen retailing at $5, 
and the Kimberly Pockette, a 14- 
carat gold-filled pen retailing at 
$12.50, tax included. A Kimberly 
Pockette Limited Edition also will 
be introduced, retailing at $75, tax 
included. 

Ray Marcus, assistant advertis- 
ing manager, said that Eversharp 
has sold 1,000,000 Wahl ball pens, 
retailing at 97 cents, since the pen 
was introduced 60 days ago. 


Sales Drop 25% 


William Wagner, executive sec- 
retary of NACJ, said that an in- 
creasing trade in non - jewelry 
items has helped curb a decline in 
jewelers’ sales, which have 
dropped 25% since the peak of 
late 1945. 

Bearing out his statement was 
the large number of exhibitors of 
traffic appliances, electric shavers 
and even typewriters. These in- 
cluded Cory Corporation here, 
which showed its glass coffee 
brewer and for the first time ex- 
hibited to the jewelry trade its 
electric knife sharpener, retailing 
at $11.95; Remington Rand type- 
writer division, New York, and 
Sunbeam Corporation here, which 
sponsored a “shaver bar” with 
three electric shavers for demon- 
stration, and a coffee master bar 
where coffee was brewed in the 
redesigned Sunbeam’s coffee mas- 
ter. 


Remington Exceeds $800,000 


Remington’s electric shaver di- 
vision, Bridgeport, announced a 
new fall campaign on its six lines 
of shavers. Full-page, four-color 
ads will appear in Collier’s, For- 


patterns, 33% reported an in- 
crease in new customers and 
33.6% reported increases in store 
traffic. 

In Watch Parade, the council 
will supply dealers with free win- 
dow displays, mats, booklets on 
spare watches and texts of 
speeches on watches and jewelry 


The council currently has a $200,- 
000 campaign under way with 
full-color pages running in The 
Saturday Evening Post monthly 
through next April, geared to the 


motto “Something from the Jew- 
|eler’s is Always Something Spe- 
cial” and promoting special gift-_| 
‘giving events and anniversaries. 


| Eversharp Sells Million Pens 


| Besides Bulova, other watch ex- 
|hibitors included Elgin National 
| Watch Company, Elgin, Ill., whose 
|/campaign, now in the planning 
stage, is expected to be the com- 
pany’s largest; Hamilton Watch 
Company, Lancaster, Pa., and 
| Waltham Watch Company, Wal- 
tham, Mass. 

Eversharp, Inc., Chicago,! 
| showed two of three new fountain | 
pens which the company will put | 
on the market in the next several | 
months. These were the Sym- 


For AM The Facts on Snduatniak 


MNDUSTRIAL MARKETING'S | 
INDUSTRIAL MARKET DATA BOOK | 


100 €. Ohio St., Chicago, Hi, 


Settee eee Ps 


| to be made at women’s clubs, etc. | 


tune, Holiday, Newsweek, Pic, The 
| Saturday Evening Post, Time and 
| Varsity from November through 
December. The budget will be 
slightly higher than last year’s 
$800,000. 

A mailer is being sent this week 
to distributors and 40,000 dealers, 
|}announcing a Remington window 
display contest offering 102 prizes 
totaling $2,500 to dealers with the 
best displays. Prizes include 58 
shavers and cash. 

A new model, the Contour 6, 
features a rounded shaving edge 
and will retail at $23.50. Reming- 
ton will allow dealers a $4.50 
|trade-in allowance until Sept. 30. 
Leeford Advertising Agency, New 
York, handles the account. 


Opposes Licensing 


Addressing NACJ members 
Clarence Moses, executive director 
of the Ohio Retail Jewelers As- 
|sociation, opposed legislation 
pending in some states to license 
jewelers. He urged instead a vol- 
/untary program under which jew- 
|elers would require their watch- 
|makers to pass an examination 
|provided by the U. S. Bureau of 
Standards. This, he asserted, 
would “raise the standards of 
| watchmaking in far less time than 
|restrictive legislation through the 
‘licensing of watchmakers in the 
hands of a bureaucracy.” 


Nielsen Withholds 
Report on June 20-26 


Because program ranking data 
for the week of June 20-26 “would 
tend to be misleading and would 
serve no useful purpose,” the A. C. 
Nielsen Company has decided not 
to issue its ratings for that week. 

Behind the decision is the fact 
that 31 programs were canceled 
‘or interrupted to make way for 
‘the Louis - Walcott fight and the 
Republican convention. Another 
60 programs also were curtailed in 
one way or another. Leaders such 
‘as Lux Theater, Mr. District At- 
'torney, My Friend Irma and Kraft 
Music Hall were not broadcast. 


aay 
‘Journal’ Names Fink 
William E. Fink, formerly art 
director of Look, New York, has 
xeen appointed art director of the 
Ladies’ Home Journal, New York, 
succeeding Frank Eltonhead, who 
has resigned. 
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Television to Be Used 


on ‘Town Meeting’ 

ABC’s “America’s Town Me: t- 
ing” program will be presented as 
a regular ABC television progr: m 
beginning Aug. 10, televised sim..|- 
taneously with the broadcast np 
Tuesdays, 8:30-9:30 p.m. The 
program will be offered for coc )- n 


erative sponsorship. ru 
Broadcasts will be fed to ABC's 3Bl 
eastern television network affi-# . si 
iates, WFIL-TV, Philadelph a: T 
WMAL-TV, Washington; WAA\, ists 
Baltimore, and WNAC-TV, Bos- ial 
ton. In addition, arrangements ae cies 
being made so that the “Towng uf 
Meeting” programs may be filmed, § ‘ort 
processed immediately after each Lei 
broadcast and flown to ABC affil-§ sup 
iates not yet served by coaxial and 
cables or radio relay systems. exe 
P six 
Tormey Joins Geyer T 
John J. Tormey, formerly vice- § put 
president and account executive § oq | 
of Foote, Cone & Belding, New cou 
York, has joined Geyer, Newel! & 
Ganger, New York, as an account mes 
executive. Mr. Tormey was as- 
sociated with Lord & Thomas, L 
FC&B’s predecessor. that 
will 
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fish derby ! 


Ohio issued 680,000 fishing 
licenses in 1947! Does any 
Ohio newspaper appeal to 
Izaak Waltons? Well, witness 
the Annual Dispatch Fishing 
Derby . . over 1,006 fish 
tagged and released in lakes 
and streams each spring. 
Anglers who snag one, collect 
from $2 to a possible $600. 
Prizes total more than $6,000. 
The anglers get fun and cash. 
Conservation people get valu- 
able data. The Dispatch gets 
readers! 

It's another Big Thing Done 
Right — another reason why 
99,251 of 105,651 families in 
Greater Columbus are Dispatch 
readers — and why it pene- 
trates 12 counties so thor- 
oughly, They're important to 
you if you're selling in Ohio! 


THE 
COLUMBUS | 
DISPATCH 
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When Batten, Barton, Durstine| 
i: Osborn resigned its part of the) 
aecount of E. R. Squibb & Sons, | 
n acquiring the bulk of Rexall | 
rug, Squibb asked four men at 
3BDO to list their suggestions of 
a successor. 

The four—who made up their 
lists as individuals and not offi- 
cially for BBDO—were Bernard J. 
Duffy, president; J. Davis Dan- 
forth, executive vice-president; 
Leicester Sherrill, vice - president 
supervising the Squibb account, 
and Herbert West, Squibb account 
executive. Each suggested five or 
six names. 

The four lists were different, 
but Newell-Emmett—which land- 
ed BBDO’s part of the Squibb ac- 
count—was said to have been 
mentioned in several of them. 

ok ok * 

Last week’s radio paper report 
that Amos ’n’ Andy and Bob Hope 
will switch places in the Lever| 
Brothers products lineup isn’t true, | 
although there is little doubt that 
the topflight Lever shows will be 
considerably shuffled by fall. The 
reason for the shuffling is that the 
Hope show has become too rich 
for Pepsodent’s blood. That’s ex- 
actly why Pepsodent isn’t likely 
to take on Amos ’n’ Andy instead 
—the blackface pair are reported 
asking a bigger weekly take than 
the Hope show now collects. 

* a oe 


The Crosley automobile will 
open up what might develop into 
a potent new dealership field Aug. 
19, when the first Gamble store 
(in Aberdeen, S. D.) becomes an 
authorized Crosley dealer. Pos- 


sibility is that many or all of the 
Gamble-Skogmo stores in 25 states 
will take on the auto, thus making 
the chain the biggest auto dis- 
tributor and giving Crosley a 
ready-built dealer organization. 


Motorola took a try at a new 
market when it opened a display 
booth for its Walkie-Talkie and 
other two-way radio equipment at 
the Road Show in Chicago, July 
16-20. The company expected to 
sell a quarter of a million dollars 
worth of such equipment to com- 
panies in the highway construc- 
tion industry as a result of its 
Road Show promotion, which in- 
cluded installing Walkie-Talkie 
receivers in every booth where the 
exhibitor would consent, so that 
visitors could test the sets by 
speaking to the Motorola booth. 
One salesman sold $50,000 worth 
in one day, the company reports. 

” * * 


Coincident with the recent res- 
ignation of John E. Brennan as 
executive vice-president, Stand- 
ard Outdoor Advertising Com- 
pany, New York, is reported to be 
planning to reduce its budget and 
organization, to eliminate the field 
force which has to do with poster 
standards, and to concentrate pri- 
marily on sales. 

Mr. Brennan recently joined 


Poster Appraisal Service, Mamaro- | 


neck, N. J. His successor prob- 
ably will be named soon. Edward 
C. Donnelly of John Donnelly & 
Sons Company, Boston, is presi- 
dent of SOAC, which currently 
embraces some 30 outdoor plants. 


ambitious to “be in busines 


Rare Opportunity to 
ACQUIRE INTEREST 


in well-established, national 


ADVERTISING AGENCY 


(No immediate investment required) 
If you are a successful advertising account executive 


tion to acquire an interest in this agency not only offers 
exceptional financial reward, but also pleasant associ- 
ation and fullest cooperation. The agency is long-estab- 
lished, strongly financed, well-manned in all depart- 
ments. If you are able to secure an appreciable volume 
of well-rated billing, and are desirous of becoming a 
principal instead of an employee, please write, giving 
full details. Strictest confidence will be observed. 


Box 7127, ADVERTISING AGE 
| 330 W. 42nd St., New York 18, N. Y. 


s for. yourself,” this mvita- 


An oilburner manu- 
facturer got 288 


lies in 5 weeks 


from his ad in 
this publication. 


Verified by FACT FINDERS 


American Airlines has run a 
series of three full-page ads in 
both Dallas dailies, one of them 
signed by C. R. Smith, chairman 


service in the future at Dallas’ 
Love Field. Dallas fought a losing 
fight to block federal support for 
a Greater Fort Worth international 
airport about midway between 
the feuding cities. Reprints of the 
ads were sent to 1,200 Dallas 
business men. Ruthrauff & Ryan, 
New York, handled the series. 
* * * 

Look denies emphatically re- 
ports that it will change soon from 
the present fortnightly to a weekly 
publication basis. 

* * + 

The number of television set 
manufacturers — now reported at 
more than 30, and still growing— 
may be reduced soon by the tube 
shortage. This shortage has been 
caused by the lack of glass caps 
for tubes. 

x * x 

The 19 lines in “Who’s Who” 
about Alfred Boller Stanford, who 
resigned recently as director of 
the Bureau of Advertising, ANPA, 
to become advertising director of 
the New York Herald Tribune, list 
his career only as author and 
navigator. 

For a quarter century 48-year- 
old Al Stanford has made his liv- 


| His more recent career as a part- 
/ner in Compton Advertising, Inc., 
|is well known. Less well known 
‘is the fact that Al Stanford, who 
started as a copywriter of Hom- 
|mann, Tarcher & Cornell, became, 
at 26, a partner in Paul Cornell 
Company, agency whose president 
|has devoted most of his recent 


of the board, assuring continued | 


|ing primarily from advertising. | 


| years to running a boys’ school in 


' Connecticut. 

* * & 

| The $500,000 plus American 
| Federation of Labor campaign to 
‘combat Communism—for which 
/Owen & Chappell, New York, was 
| appointed, effective July 1—prob- 


/ably will not get under way until | 


|September. At this writing the 
AFL and O&C people have held 
| but one meeting. They expect to 


|hold three or four more before), 


'the campaign starts moving. The 
}only AFL campaign which O&C is 
|now doing is a musical program, 
already running Tuesday nights 
on WJZ, New York, and other 
stations, which this agency took 
over on July 20. 
¥* * * 

Association of National Adver- 
tisers is working on a dummy for 
/a monthly “AA-size” news publi- 
|cation for members, to supple- 
'ment its fortnightly bulletin. 

* * * 
| The “new” Fortune, starting in 
|October issue, may include an 


| 


|“advertising column” or depart- | 


ment. 

a 

American Broadcasting Com- 
pany is attempting to meet the 
/mounting costs of doing business 
|by firing some people. Depart- 
| mental heads were told recently 
| that they must keep their expen- 
ditures for the second half of 1948 
|at the level of the second half of 
| 1947. Because practically all de- 
| partments expanded earlier this 
| year, they must pare now. 

* * * 

| Turning thumbs down on a pro- 
| posal to rent space on the parking 
|meter standards for advertising, 
members of the Tyler, Tex., city 
commission have held that adver- 
tising has its place—which is not 
on parking meters. 

| The proposed deal would have 
|paid the city an annual fee of 
$1.50 for each of its 576 meters. 
“We can get by without getting 
money that way,” City Commis- 
| sioner Mike Harvey declared. 


‘Watt Agency Moves 

W. H. Watt Advertising Agency 
has moved to 424 McClatchy 
| building, Upper Darby, Pa. 


NIAA Schedules 1949 
Meeting in Buffalo 


The National Industrial Adver- 
tisers Association will hold its 27th 
annual conference in 
N. Y., June 12-15, 1949, at the 
Statler Hotel. 

Fred B. Stubinger, advertising 
manager of the Buffalo Forge 
Company and newly-elected presi- 
dent of the local chapter, is gen- 
eral chairman of the convention 
planning group, with over-all 
management and direction under 
the supervision of Blaine G. Wiley, 
NIAA executive secretary, New 
York. 


Gauntlett Promoted 


J. Curtis Gauntlett has been ap- 
pointed assistant advertising man- 
ager of the Upjohn Company, Kal- 
amazoo, Mich., pharmaceutical 
manufacturer. He joined the com- 
pany in 1941. 


BNF Honors Agency 


Craddick Service, Inc., Minne- 
apolis agency, has received a cer- 
tificate of merit from the Brand 
Names Foundation for a series of 


Buffalo, | 


51 


30 ads run in the Minneapolis 
Tribune for Carr’s Fashions for 
Men, Minneapolis. Each ad was 
devoted to a brand name carried 
| by the clothing firm. 


xy 4h 
GN 7h 
To Sell Big Users, let 


OFFICE MANAGEMENT 
and EQUIPMENT 


take your message to the TOP office man- 
agement executives who make the decisions 
on purchases of office equipment and supplies. 


A.B.C. and A.B.P. 


GEYER PUBLICATIONS—Est. 1877. Pub- 
oO MA 


E 
lish of OFFICE NAGEMENT and 
EQUIPMENT GEYER’S TOPICS, The 
GIFT & ART BUYER and SPORTS AGE. 
260 FIFTH AVENUE, NEW YORK | 


+++ With 185% more vote 


42% more y 


103% more 


This study was mode 
Dealers’ 
MoToR’ 


The first choice of the Readers should be 


Advertisers! 
. 


the 1st choice of 


if OFFICE ; 

1713 Fisher Building, Detroit 2, Mich. 

TRinity 1-2230 
WESTERN OFFICE 

326 West Madison St., Chicogo 6, i. 

FRonklin 0640 
PACIFIC COAST REP. 
816 W. Sth St., Los Angeles 13, Col. 


In the field, ESEEY ranks 1s" 


in Reader Preference 


$s than magazine “A” 
otes than magazine “Bg” 
votes than magazine “C”’ 


solely in Indep 
Service Departments; endent Shops and 


s well known acceptance 


572 MADISON AVENUE, NEW YORK 22 + FOUNDED IN 1908 


MUtvol 8335 


it completely ignored 
in Dealers’ front oMices 


MoIoR 


the automotive business magazine 


"A valuable 
contribution to 
Advertising 
Art" 


. + SAID A LEADING ART DIRECTOR 


COLLINS, 


Copies of this portfolio, 
containing demonstrations 

of art techniques by experts, 
are still available... 

with our compliments . . . 

to professionals in the 
graphic arts. Write for a copy 
on your business stationery to: 


MILLER & HUTCHINGS, Ine. 


207 No. Michigan Avenue, Chicago 
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Pavelka Names Muench | Podge Corporation, New York, has Advertising Adds 4 
Pavelka Brothers C 7 Rg eee a alin nd Advertising Associates, Mian 
aveixa brotners ©oOmpany,| of Home Owners’ Catalogs, a con- ins h 4 ’ | 
’ Cleveland meat packer, has ap-| symer catalog distribution service as _ a —y~ adve: - 
‘ pointed C. Wendel Muench & Co.,| of Dodge. Charles H. Albin, for- pany } at Dade av ty i savings 
: Chicago, to handle its advertising. | mer assistant advertising manager | oan ao . Louis & So, le 
; Newspapers and outdoor posters|of Mathieson Chemical Corpora- men a clot ~~ << he sm 
in the Cleveland area and par-|tion, succeeds Mr. Davidson. manufacturer; J. B. Forbes Plum! - 
tals pocarein en Stlten WH OE vention vial nite, ois of Sh 
radio program on ation . ’ a 
are being used. John Stuart Resigns ami. J 
aa John Stuart Jr., advertising senaicitinisitidgichich 
. . manager of Quaker Oats Company | 
Dodge Shifts Davidson = of Canada Lid. resigned effective KXOK Boosts Hyland ~ 
Richard S. Davidson, formerly | July 31. He will devote his entire Robert F. Hyland of KXOK, S een 
advertising: manager of the con-|time to development of his WHR oe Louis, has been appointed assist - 315.¢ 
struction news division of F. W.|Hereford herd at Old Orchard | , Psi : Dent = vee eee ee of zo aa 
|Farm, Peterborough. Mr. Stuart The oaly isales, wi responsibility for FM ’ 
|joined the company in 1937 san] : cake mit made witht Suéns and transit radio sales. Trans t (mol 
|was named advertising manager Cake radio begins a 60-day test in Si. New 
[D R E M { U M S }in 1939. ‘ Louis Aug. 4, with FM receivers that 
| CC SL ea BAe tenes MO installed in 20 Public Service of aj 
je =e . . Ce msatpntnngs | Sapam sor eumemaaad buses and KXOK-FM supplying 
a Self liquidating and give-aways. ‘Diorama Corp. Moves Hythe pplyin the 
Children's premiums created to fit your product. Diorama Corporation of Amer- —— our 
ica, New York, has moved from . . 
WALROB 15, tL 410 E. 91st St. to 369 Lexington McLaughlin Joins Scott Bran 
1525 £ 53RD ST. cH : | Ave. Charles E. McLaughlin has been ff of G 
appointed vice-president and crea- that 
tive director of Scott, Inc., Mil- the | 
waukee agency. He was at one 470,0 
time merchandising manager of 1952 
. Owens-Illinois Can Company and a t 
i ‘Libbey Glass Company, Toledo. $150 
: . So 
ic ew LY is nc 
— teas usins 
; : Toons max: 
ing | 
: and 
i be 4 
dominates the Real Long Island ws 
I | : ‘ Som 
AT Your Geocers Wow! Get youts TODAY... mip slor. cag telev 
4 ~ 6: Re’ ~ CAME: xa a: ae ae ede vont eee ae app 
-where Retail Sales exceed $2,000,000 . doy > EXPANSION—This General Foods’ Swans Down instant cake mix copy will be n, “ 
: introduced into New York next week, using newspapers and selective radio. It will 
: has already been pushed into the Chicago market. By next week the product than 
; will be in distribution everywhere north of the Mason-Dixon line and west of the verti 
Ohio River. GF is buying extra color wherever possible and feasible. Young & to 
Rubicam is the agency. the 
‘ pros] 
et . ceptive act.” In addition to Cadil- adve 
3 : | Book Club to Hit lac, the commission has complaints tion 
ier against the Book-of-the-Month telev 
; r Club, Doubleday & Co. and its get i 
Back af FIC S subsidiary, Literary Guild of 
nef paid daily average june: 1948 America, and Walter J. Black, Inc., f 
trading as Classics Club and De- Th 
B f 'F ' tective Book Club (AA, July 12). rugg 
Z an or rree ete Most sity 
ASHINGTON—Cadillac Publish- allrornida ° quicl 
'ing Company, New York, last|_- Buying Power bo bd 
Alicia Patterson, Editor and Publisher "week became the first of the na-| Mqnufacturers and 
| tion’s leading book club organiza- F T d G Buildin 
‘. tions to register its intention of 
eevee Cotes, Hompeteed, Long, Sian, %. ¥- . resisting FTC’s drive against the ietigs ra «the _— SUPPLY NEWe 
|/use of the word “free” in book s NGELES — W1 e an- 
Represented Nationally by Kelly-Smith Company etd galventiaiat. nounced objective of “closer co- ar der NT _ 
: ts : | Together with other book clubs, | °Peration between its own mem- ® 
|bers and with other business Finest, most exper! e 


Cadillac is expected to push for 


'an eventual court ruling on FTC’s organizations in order that large- | 


| 
| 


| 
| 


effort to eliminate “free” except 
in cases where merchandise is 
given away without any obligation 
on the part of the beneficiary. 
The commission’s complaint 
against Cadillac and other leading 
book clubs early last month con- 
tends that it is misleading to ad- 


| vertise that a book is given “free” 
|with the purchase of another, 
since the beneficiary is required | 


to buy something, “the price of 
which inures directly to the bene- 
fit and profit” of the book clubs. 


Says It’s Standard 


In its answer, Cadillac main- 
tained that the practice com- 
plained of “is a standard one used 
by thousands of advertisers 
throughout the United States.” It 
adds, “The complaint is grounded 
on the premise that the general 
public cannot read and under- 
stand the clear import of words 
unambiguously expressed in the 
English language, and further, the 


complaint ignores and disregards | 


a part of the lexicon of advertis- 


‘scale business advantages can be | 
secured by its individual mem- | 
bers,” a group of small southern | 
California manufacturers has | 
formed the Associated Manufac- 
turers of Southern California. It 
will soon open an office here. 
Regular membership will be) 
open to all manufacturers or'| 
processors of hard goods—metal, | 
wood, plastics, etc—with 100 or | 
| fewer employes and with $500,000 | 
| 


|or less yearly gross business at 


| Re time of joining. | 


Share Services | 


The association will be a non-. 
profit corporation and one share | 
of stock will be issued to each 
regular member. Monthly dues 
will be $20. 

Ultimate plans call for joint | 
purchasing when practical; the) 
| setting up of standards permitting | 
|joint advertising and the use of a/ 
‘joint trademark. Other projected | 
|services include sharing of cost- | 
| accounting, credit management, 


clear and common meaning and|market and _ product research, | ber Dealers’ Bible 
usage of the word ‘free’ as same, | traffic, pricing, foreign trade and 
/by custom and usage, has become | publicity. | 


The governing body consists of | 


enced editorial staff 


Building tT 


SUPPLY NEWS 


Merits Largest 
Volume of Advertising 
to Dealers 


2a 


—— oy 
Ist For 32 Years - 


I EE Lt Ne ad 


Building 


SUPPLY NEWS 


IAHN & OLLIER 


— ENGRAVING COMPA 


nine board members, composed of | 
A paid | 


ing language.” 

Cadillac also took the position! principals of members. 
that the commission lacks juris-| manager will soon be appointed. | 
diction “because the action is not! The McCarty Company, Los | 
in the public interest and involved | Angeles agency, has taken an ac-| 
neither an unfair method of com-| tive part in organization work 7 


petition nor an unfair and de-/|the group. 
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Advertising Age, August 2, 1948 


lennen & Mitchell 
Tells Why Clients 
Should Use Video 


(Continued from Page 1) 


39,890,100 people within range of | Jack Benny 


operating television stations; 2,- 
315,000 people are “regular view- 
ers,” with 384,550 sets in operation 
(more than 50% of them in the 
New York area), and L&M feels 
that there is “a highwater mark 
of approximately 10% coverage of 
the population.” 

But coverage is on the way up. 
The agency quotes Arthur A. 
Brandt, electronics sales manager 
of General Electric, as estimating 
that there will be 870,000 sets in 
the U. S. by the end of 1948, 2,- 
470,000 in 1949 and 13,570,000 in 


1952. Set prices will average $375 | 


by the end of 1948, $275 in 1949, 
$150 in 1952. 


So far as markets go, television | 


is now reaching 130 market areas, 
using 29 stations; FCC has set the 
maximum at 400 stations, operat- 
ing in 140 top markets of 50,000 
and more population; this would 
be 40-50% of total U. S. popula- 
tion. This compares with 1,600 


_ How Radio Pro 


; . _ shows the largest network now 
radio stations currently licensed. | available, NBC’s 7-station hookup, | and we suggest the wisdom of 


% of listeners %of listeners % tuned to 


grams Suffer in Homes with Video Set 


Based on best quarter-hour Pulse rating 


com- 


in homes with in homes with peting TV shows 
radio, but no both radioand in homes with both 


Radio Program television television radio & video Competing Television Show 
Lux Radio Theater............ 20.3 11.0 31.0 WCBS-TV Feature Film 
15.0 WABD Sports Names to Remember 
8.0 WNBT NBC-TV Newsreel 
PRLS Paes le Uh 6 tix’ 17.7 8.0 27.0 WABD Original Amateur Hour 
9.0 WCBS-TV Western Film 
5.0 WATV Western Feature 
_ Walter og 16.7 7.0 28.0 WNBT Theater Guild 
9.0 WCBS-TV Feature Film 
ge EE ey OE Ee 16.3 4.0 13.0 WATV Wrestling 
te Oe eee 14.7 7.0 37.0 WABD Baseball 
8.0 WNBT Feature Film 
Mr. District Attorney.......... 14.3 2.0 28.0 WNBT Kraft TV Theater 
14.0 WATV Wrestling 
13.0 WABD Harness Racing 
Fibber McGee & Molly......... 13.0 4.0 38.0 WABD Baseball 
14.0 WNBT Feature Film 
OR ee oe 12.3 6.0 32.0 WNBT Theater Guild 
Be BD Bich siccrectv ents 10.3 5.0 14.0 WCBS-TV Feature Film 
3.0 WATV Feature Film 
Godfrey Talent Scouts......... 11.7 4.0 16.0 WABD Swing Into Sports 
14.0 WCBS-TV Film Shorts 
Truth or Consequences........ 11.0 8.0 23.0 WNBT Feature Film 
11.0 WATV Feature Film 


By Lennen & Mitchell, Inc. 


cost-reducing factor will be effec- 
tive programs at less cost. Films 
will help, but “the real answer is 
network operation.” Then L&M 


circulation “spot operation” on a 
second network. L&M notes that 
“CBS has a long record of making 
up in ingenuity for most of what 
it lacks in natural advantages. . 


Some 365 of the available 400) which ranges from New York’s| establishing any second time fran- 
television channels are now under | estimated audience of 1,320,000 to! chise with this organization.” 


application. As the agency sees 
it, “the indications are that 


will have not only fewer stations | second regional network including | 
than radio but fewer hours of ad- eight midwestern cities, and 


vertising capacity for a long time 


the television picture, by bot 
prospective station operators and 
advertisers, reflects their convic- 
tion that if they are to get into 
television at all they had better 
get into it in a hurry.” 


Admits Costs Are Rugged 
rugged, and “dramatize the neces- 


sity of the medium to multiply the 
size of the audience greatly and 


quickly, if costs-per-thousand are | 


to be reached which are affordable 
and practical for advertisers.” One 


_- NORTH CAROLINA — 
ms Per Capita 4 
No. 1, MARKET. 

in the South's 

No. 1, STATE © 


GRIFFITH CO., Representusives 


IT Mins oe ah oe 


|participation, $1,500; drama, $2,-| st ° 
The costs, the survey admits, are | strong types: 


| single half hour on seven stations, ' , 
‘and three quarter-hours (the |™nute spots on DuMont, 
'show is on Tuesday, Thursday and | 419.50, same period. 


/15,000 for Richmond. 


Three Program Types Strong 


3. Begin experimenting to find 
iIN|a leading television show, “estab- 


In October, NBC will have a| 


/December a 20-city midwestern) lishi rr , 
to come. . . The current rush into | and Giten wh y lishing a strategic time franchise 


/coast in 1953. 


with coast-to-|is more important than how it is 


f used, at this stage.” And L&M 
L&M, cocking a cautious eye at) says that “some of today’s leading 
talent costs, found “many +. cur- ‘radio programs are in the 
rently utterly out of line, in re- brackets partly because they estab- 
spect to possible audiences avail- lished an early lead and kept 
able.” Some samples cited: soap|broadening their appeal as the 
opera, $600; half-hour audience | years went by.” L&M sees three 
( . sports events, chil- 
000; 15 minutes of canned music, dren’s shows pee drama _ 
| " 
less than $500. | The copyrighted study lists 
Buy at Least Half Hour sample show costs: “Theater 
NBC’s sensational “Howd y Guild” costs $139,212.50 for time 
Doody” show, the by-word of New| and talent for 13 weeks; five min- 


York moppets, costs $2,050 for a utes of news on CBS’ four stations, 
$62,595 for the same period; one 


Mails ‘Western Travel’ 


_ Pacific Pathways is now mail- 
ing the first issue of “Western 
Travel,’ a news bulletin sent to 


-| approximately 4,000 travel agents 


and travel directors throughout 
the United States and Canada. The 
bulletin will contain current. in- 
formation on western vacation 
areas and serve as a supplement 
|to the parent publication eight 
|months of the year. The publica- 
tion recently announced a change 
(of frequency from monthly to 
| quarterly. Guaranteed circulation 
|will be 60,000, plus 3,000 con- 
trolled travel bureau readers, an 
|increase of 9,000 over previous 
circulation as a monthly. 


_Hile-Damroth Offers 
Packaged Video Shows 
| Hile-Damroth, Inc., New York, 


| visual consultant, is offering live 


package television shows, ranging 
in price from $2,000 to $5,000, 
jusing the Hile-Damroth “black 
|magic” board as a basis. The 
| board enables a speaker to illus- 
|trate, by using pictures and cut- 
outs on this board, any story, 


$14,-|drama or commercial to be pre- 


| sented. 


Saturday in the iate afternoon) | 


| appointed 


cost $2,900. 


Lennen & Mitcheil’s recom- 
mendations to mass market ad- | 
vertisers: 

1. Establish a good time fran- 
chise, “at least a half hour. Some | 
advertisers might even consider a | 
full hour period, to carry either 
one or two shows and to be | 
ported by several brands.” 
| NBC “seems to be the most log- | 
ical network on which to estab-| 
lish this major time franchise,” | 
with the choicest time “Sunday | 
night between 8:30 and 10:30. . | 
We see no good reason to pour 
any money whatsoever into tele- 
vision now unless that expendi- 
ture guarantees your company a 
strong position in the medium for 
the future.” 

' 2. Establish low-cost, high- 


Cedar 


In I 


Buying 


econd in 


POPULATION*: 


GRANT-JACOBY STUDIOS 


936 North Michigan Avenue + Chicago 11 


COVERAGE: 


Over 55,000 circulation daily 
complete 
creative and 


production 


service 


for 


FIRST 


@ Per Capita Net Effective 
Income* 


@ Quality of Market Index” 


Cedar Rapids 77,000, Linn County 100,900, 
16 Cedar Rapids Gazette area counties 425,200 


| 
The Cedar Rapids Gazette blankets lowa’s rich- 
| est market. 100°), coverage Cedar Rapids, 99°/, Linn County. 


MARKET DATA: Write for free copy of “1948 Circulation and 
Market Data of The Cedar Rapids Market.” 


*Copyrighted Sales Management's 1948 Survey of Buying Power. 


Che Cedur Bupids Guzette 


Represented nationally by The Allen-Klapp Company 


Rapids 


owa 


the Nation) 


and Sunday. 


advertisers 


... And for Added Coverage, The Gazette stations 


KCRG 1600 KC, 5000 watts 
MBS Affiliates 


Represented nationally by John E. Pearson Co. 


KCRK-FM 96.9 MC 


| 
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Joins Tele-Tone Radio 


Bert M. Druckman, formerly 
advertising manager of Klevens 
Publications, New York, has been 
assistant advertising 
and sales promotion manager of 


/'Tele-Tone Radio Corporation, 


New York. The company is plan- 
ning a fall campaign for a new 
FM set and ten-inch television set. 


Bassett Promotes Trim 


W. E. Bassett Company, Derby, 
Conn., will launch a campaign in 
September in Collier’s and The 
Saturday Evening Post for Trim 
nail clippers. The company also 
will use newspapers in the fall, 
so far scheduling space in the 
Chicago Tribune, New York News 
and Philadelphia Inquirer. Fer- 
werda-Boone, Inc., New York, 
handles the account. 


Hendry Joins Koppel 
Andrew J. Hendry, with the 
Western Newspaper Union for the 
past five years, has been appointed 
vice-president of Thomas A. Kop- 


_pel Company, New York, printing 


and direct mail specialist. ~ 


LC) WELL) KIT 


HAL 


HOME 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted... 
with your name or trade 
mark . .. at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


JEMMINTOCWH, PA. Box GT 


STANDARD PRESSED sveee co. 
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Mrs. Patterson, 
‘Times-Herald’ 
Publisher, Dies 


WasHINGcTON—Eleanor Medil1 
Patterson, owner, editor and pub- 
lisher of the Washington Times- 
Herald and a member of the 
board of directors of the Chicago 
Tribune, died suddenly at her 
country home in nearby Prince 
Georges County July 24. She was 
63. 

Daughter of the late Robert 
Wilson Patterson, former editor of 
the Chicago Tribune, and Elinor 
Medill Patterson, whose father 
was Joseph Medill, founder of the 
Tribune, Mrs. Patterson led the 
life of a society matron before 
crashing into journalism in 1930 
as editor of the Washington Her- 
ald, then owned by William Ran- 
dolph Hearst. The upsurge in 
Herald circulation as a result of 
her crusading articles such as a 
series under the nom de plume 
“Maud Martin,” reciting the woes 
of an unemployed working girl in 
the depths of the depression, led 
her in December, 1937, to lease 
a second Hearst Washington paper, 
the Times. 

These papers she purchased 
and merged in early 1939 into 
the Times-Herald, which became 
the first round - the - clock news- 
paper in the U. S., offering adver- 
tisers circulation dominance in the 
Washington metropolitan area. 


POINT OF SALE 


“ADVERTISING. 


Cellophane, processed 
im Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircceaft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


| Capt. 


After the death of her brother, | 
Joseph Medill Patterson, | 
publisher of the New York News, | 
in May, 1946, Mrs. Patterson) 
served for a short time as chair- | 
man of the board of the New| 
York News Syndicate. She relin- 
quished the chairmanship because 
of ill health, but remained a mem- 
ber of the board of directors of 
the News until early this year. At 
the time of her death, she was a 
member of the board of the Chi- 
cago Tribune, owned by her 
cousin, Col. Robert R. McCormick, 
and a member of the boards of 
several Tribune subsidiaries. 


Willed to Employes 


Mrs. Eleanor Patterson willed 
the Washington Times - Herald to 
seven of its officers and employes, 
her attorney revealed Thursday. 

The officers and employes who 
are to receive the Times-Herald, 
including the real estate and 
building in which the paper is 
published are: William C. Shelton, 
general manager; Frank C. Wal- 
drop, editor-in-chief; Edmund F. 
Newell, advertising director; Mi- 
chael W. Flynn, supervising man- 
aging editor; H. A. Robinson, 
circulation director; J. Irving Belt, 
mechanical superintendent, and 
Mason S. Peters, night managing 
editor. Mr. Shelton, Mr. Waldrop 
and Joseph Brooks of Brooks & 
Kupillis, New York insurance 
firm, are executors. Mr. Waldrop 
indicated the executors would 
make no change in the newspa- 
per’s policies pending the determi- 
ning of the method of conveying 
the property to the beneficiaries. 


ARTHUR O’KEEFFE 
Boston — Arthur O’Keeffe, 49, 
president of the First National 
Stores for the past 14 years, died 
here July 25 after a month’s ill- 
ness. Mr. O’Keeffe, who was 


NASHVILLE... THE 


MONEY TOWN OF THE SOUTH 


Nashville 
retail sales 
per family 


exceed 


the 


National average 
by $1,967.00: 


*Sales Management, 1948 


IT'S BEEN A LONG TIME—It took two 
first half of 1948 shows how U. S. newspa 
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decades to do it, but newspapers have 


finally surpassed the linage highs of the late ‘20s. Media Records’ graph for the 


pers’ advertising volume compares with 


similar periods in other years. 


chairman of the National Associa- 
tion of Food Chains during the 
way, was a leading authority on 
retail grocery and provision sell- 
ing. First National is one of the 
country’s largest grocery chains. 


ALFRED DECKER 

Cuicaco — Alfred Decker, 76, 
founder and chairman of the 
board of Society Brand Clothes, 
died in Michael Reese Hospital 
here July 23 following a heart 
attack. 

Mr. Decker, who founded Alfred 
Decker & Cohn Company in 1902 
and later changed the name to So- 
ciety Brand Clothes, was one of 
the pioneers in the use of national 
advertising in the men’s clothing 
field. Coming to this country 
alone at the age of 13 with $10 
and no knowledge of English, he 
became an office boy with a cloth- 
ing firm and had been in the 
clothing field ever since. 

He served as president of So- 
ciety Brand from 1919-39 and had 
been board chairman since then. 
The company, one of the largest 
manufacturers of men’s clothing, 
was founded by Mr. Decker on 
$12,500. Mr. Decker had been at 
various times president of the IIli- 
nois State Bank and vice-presi- 
dent of the Chicago Association of 
Commerce and the Chicago Crime 
Commission. 


WILLIAM P. JACOBS 

WASHINGTON — Dr. William 
Plumer Jacobs, 54, publisher of 
Aim, American Lawn Tennis and 
Sportfolio, and president of the 
American Cotton Textile Manu- 
facturers Association, died here 
July 25 of a heart attack. 

Dr. Jacobs had been president of 
Presbyterian College in Clinton, 
S. C., and was long active in both 
sports and cotton industry. He 
entered the publishing field about 
10 years ago with purchase of 
American Lawn Tennis, and later 
founded Aim and Sportfolio. 

Dr. Jacobs recently returned 
from trips to Japan and England 
on textile business for the gov- 
ernment. He is survived by two 
sons, William P. III, who will as- 
sume over-all editorial direction 
of the three magazines, and Hugh, 
who will take over advertising 


management for Jacobs Sports 

Magazines, Inc. 

G. WILL GARDNER 
GREENWOOD, S. C.—G. Will 


Gardner, 60, a former advertising 
and business manager of the 
Greenwood Index-Journal, died 


work with Protane in 1926, shortly 
after it was organized, and was 
instrumental in forming its east- 
ern sales organization. 


ELLIS CHANEY SR. 

San ANTONIO—Ellis Chaney Sr., 
vice-president of Southland In- 
dustries, which owns Station 
WOAI, and a co-founder of the 
station in 1922, died of a heart ail- 
ment here July 25. 


JEFFERSON THOMAS 
GAINESVILLE, Ga. — Jefferson 
Thomas, 75, who operated the 
Thomas Advertising Service in 
Jacksonville a number of years 
ago, was found dead in his hotel 
room here July 25. 


WALTER H. KLENTZMAN 
Houston, Tex.— Walter H. 
Klentzman, 60, an executive of 
Station WACO, Waco, Tex., for 
many years, died in a hospital 
here July 21 after a long illness. 


WILLIAM JOHNSON 


St. Lovis—William J. Johnson, 
54, for the past six years vice- 
president and media director of 
Winius-Drescher-Brandon Adver-| 
tising Company, died at his home| | 
here July 19 after a five-week | 


illness. 
Mr. 


Louis Globe-Democrat. 


| 
| 


| 


| 


j 
} 
| 


| 
| 


} 


| 


Johnson formerly served | 
with the old Chappelow Adver-| 
tising Company and with the St. 


| 


| 
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Dailies’ Linage 
in’48 First Half 
Tops 1929 Record 


New York — Total advertisin; 
linage in daily newspapers of 52 
leading cities in the first half o! 
1948 moved above the 1929 record 
for this period for the first time 
Media Records, Inc., has reported 

With the first half of 1929 taken 
as 100%, the 1948 percentage wa: 
114.7. This compares with 99.7% 
in the first half of 1947—an in- 
crease of 15% in the past year— 
and with a low mark for the 20- 
year period of 53% in the firs’ 
half of 1933. 

For 14 of the 20 half-year peri- 
ods, newspaper linage was les: 
than three-fourths of the 1929 fig- 
ure, and for eight of these periods 
it was less than two-thirds of it. 
Since 1945, however, the trend has 
been steadily upward. 

In the first half of 1948, as com- 
pared with the parallel period of 
1947, retail linage rose 17.3%, gen- 
eral was up 8.1%, automotive up 
24.1%, financial up 10.4, and 
classified up 13.3. 

The combined gain of genera! 
and automotive, which usually are 
considered together as “national” 
advertising, was about 10%. 


Keane Promoted 

Barbara Keane, assistant radio 
director, has been appointed radio 
director of Alley & Richards, Bos- 
ton. 


2 WEST 45th, STREET 
NEW YORK 19, N. Y. 


to SELL— 
to BUY— 


to RENT= 


The News-Sentinel leads in individual classified ads 


More people read more classified ads in The 
News-Sentinel than in any other daily newspaper 
in northeastern Indiana. 
carries more individual “classified” ads. It is only 
natural that national advertisers allot the greater 
percentage of their advertising to Fort Wayne's 
evening newspaper—which they consistently do. 


It has more readers, it 


here July 19. Death was attrib- 
uted to a heart ailment. 


NEWSPAPER PRINTING CORPORATION, AGENT 
Represented by The Branham Company 


| 
| 


RICHARD H. DERRY | 
Erte, Pa—Richard H. Derry, | 


| advertising manager for the Pro-| 
,tane Corporation and the Ameri-| 
can Gas Service, died July 21 at 


| his home here. 


Mr. Derry started | 


The News-Sentinel is read in 97.8% of all 
homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. « NEW YORK—CHICAGO—DETROIT 
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Associations Fight 
l!. §. Plan to End 


, 1945 


rd 


rtisin; Ting rd 
= |'Cost Plus’ Ad 
alf of 0S us 5 
a New York—Advertising forces, 
casted sil gly and collectively, are in- 
‘taken —creasing pressure on the Joint 
re wa: Audit Cooperation Committee of 
99.7%, the armed services and the Gen- 
noma Se eral Accounting Office in Wash- 
year— ington to reinstate advertising as 
he 20- 92” —_ in cost-plus defense con- 
4 tracts. 
e firs During World War II advertis- 
r peri- ing in trade and technical publica- 
s less fons was permitted as a factor in 
29 fig- such contracts—and campaigns in 
seriods other media were pushed through 
of it, mtnis hole in the dike. In prepara- 
nd has tons against a possible World War 
Ill, however (AA, May 17), it 
s com. fg appears that even trade and tech- 
“iod of nical advertising may be barred 
», gen- 9 a cost factor. 
ive up J. A. Gerardi, secretary and 
and counsel of McGraw-Hill Publish- 
ing Company, has been working 
eneral unofficially with some other mem- 
lly are bers of the Associated Business 
tional” — Papers who, he said, “favor con- 


tinuance of the World War II 
practice.” He pointed out that not 
all ABP members are equally con- 
cerned with it but that with some 
—such as in aviation, where gov- 
ernment contracts provide the 
primary source of income—the 
continuance of trade and technical 
advertising is important. 


‘Reasonable Control’ 


The Association of National Ad- 
vertisers thinks that the question 
can be negotiated satisfactorily, 
with some reasonable control on 
the amount of advertising per- 
missible which will not rule out 
promotion altogether. 

This stand followed a trip to 
Washington for ANA by Eric 
Haase, now president of Public 
Policy, Inc., and former ANA staff 
member. 

Earlier Paul West, ANA presi- 
dent, sent Admiral Baldwin a 
strong protest. The telegram, 
dated July 15, read: 

“URGENTLY REQUEST FURTHER 
CONSIDERATION OF PROPOSED STATE- 
MENT OF CONTRACT COST PRINCIPLES. 
BELIEVE THIS PROVISION WOULD 
WORK UNTOLD HARM ON MANY 
MANUFACTURERS, PARTICULARLY 
THOSE WITH A LARGE PROPORTION 
OF THEIR OUTPUT TAKEN BY GOV- 
ERNMENT. WOULD BE DANGEROUS 
PRECEDENT TO HAVE ANTI-ADVERTIS- 
ING PROVISION WRITTEN INTO RULES 
IN VIEW OF THE TREMENDOUS PUB- 
LIC SERVICE ADVERTISING RENDERED 
DURING AND SINCE THE WAR. WOULD 
SERIOUSLY AFFECT ALL MASS COM- 
MUNICATION MEDIA IN WARTIME. 
URcE POSTPONEMENT OF DECISION 
10 ALLOW FULL DISCUSSION WITH 
BUSINESS AND ADVERTISING EXECU- 
Tlves. WILL GLADLY WORK WITH 
YOU TO ESTABLISH ADEQUATE SAFE- 
GUARD FOR PUBLIC INTEREST.” 

“he American Association of 
Advertising Agencies has filed no 
protest, but is understood to be in 
| @sympathy with the ANA’s posi- 
tlon, 

\dvertising Federation of Amer- 
ice asked the presidents of its 80- 
od! affiliated clubs to file a pro- 
test with Adm. Frank Baldwin, 
an | to send a copy of their pro- 
tests to congressmen. 


30 Clubs Respond 


\FA’s president, Elon G. Bor- 
tol, said in a general letter to ad- 
tio presidents, “Obviously this 
tue is unfair. 
no just sell goods. 
fuure acceptance of a company 
ani its goods. . . Any company 
W! ich curtails or abandons its ad- 
ve tising soon loses out. Some 
| ac proportion of its total adver- 
, Bls.ng expenditure is logically 


Advertising does | 
It builds the | 


chargeable by a firm against all 
its sales, even though some of 
those sales may be achieved with- | 
out needing any special advertis- 
a 

More than 30 clubs followed 
the suggestion, the AFA disclosed 
last week, and quoted as typical 
the views of Ben Strouse, presi- 
dent, Advertising Club of Wash- 
ington: 

“We feel very strongly that a 
reasonable advertising cost should 
be an admissible item of expense. 
If a manufacturer of branded 
merchandise were to allocate his 
total production or even a mod- 
erate percentage of his production 
to government work and were not 
allowed any advertising costs, he 
would soon lose his brand iden- 
tity, and at the conclusion of his 
government contract he would 
find that he had lost his relative 
standing in the market, his brand 
name would be worthless, and he 
would be forced to start all over 
again to build from scratch.” 


Joint Call on Baldwin 


Following a joint call on Adm. 
Baldwin by Arch Crawford, presi- | 
dent of National Association of 
Magazine Publishers; Frank Brau- | 
cher, president of Periodical Pub- 
lishers of America; George Mc- 
Millan, vice-president of Bristol- | 
Myers Company; Allan Wilson, 
vice-president of the Advertising | 
Council; Don Hobart, Curtis Pub- 
lishing Company research direc- 
tor, and Walter D. Fuller, presi- 
dent of Curtis and of NAMP, the 
latter summed up the association’s 
thinking in a 2,000-word letter 
July 27. 

The letter contained the follow- 
ing significant excerpts: 

“We differ fundamentally with. 
one of the positions which has | 
been taken .. . the phase of the | 
problem which has to do with ad- | 
vertising. The situation has | 
very serious implications because | 
the Selective Service Act of 1948 | 
requires manufacturers ‘to furnish | 
the quantity, kind and quality of 
articles or materials ordered at) 
such price as shall be negotiated | 
between such persons and the) 
government agency concerned’.” 


Urges New Formulae 


Mr. Fuller urged that advertis- | 
ing formulae be laid down by gov- 
ernment agencies, and said such}! 
formulae would be governed by | 
such things as (1) definition of | 
advertising, (2) percentage of a! 
company’s business represented 
by government contract, (3) | 
amount of advertising done in the | 
past, (4) percentage of advertis- | 
ing expenditures to total sales, (5) 
possible launching of new prod-| 
ucts and added product lines in 
the future, and (6) profits under 
the contract should be reasonable. 

Mr. Fuller expressed fear that 
“if advertising is not admissible 
as a part of the cost of an article 
or material, it might conceivably 
not be admissible as part of the 
negotiated price. Therefore, ad- 
vertising might be eliminated dur- | 
ing the war...” 

If advertising was inadmissible 
under contract, he said, ‘‘mass 
communication media might not 
be able to continue to function 
efficiently’’ and “this could mean 
the end of freedom of the press 
(including radio) and the discon- 
tinuance of the many contribu- 
tions it makes to our American 
way of life.” 


Seagram Elects Fischel 


Victor A. Fischel, former vice- 
president and general sales man- 
ager of Seagram - Distillers Cor- 
poration, has been elected presi- 
dent of Seagram-Distillers Cor- 
poration, New York, succeeding 
|General F. R. Schwengel, who re- 
'mains president of Jos. E. Sea- 
'gram & Sons, Inc., the parent 
|American company. Mr. Fischel 
|has been associated with Sea- 
| gram in the United States and 
| Canada for the past 20 years. 


| the new market building. 


Last Minute News Flashes 


Easterling Sets Fall Silverware Drive 

Cuicaco—The Easterling Company, which distributes sterling sil- 
verware direct to consumers by appointment only, will open a fall 
campaign with four-color pages in Bride’s Magazine, Charm, Cosmo- 
politan, Good Housekeeping, and Mademoiselle, through its recently 
appointed agency, Aubrey, Moore & Wallace. Each ad in the series 
features a movie star who uses Easterling, and illustrates various 
patterns offered by the company. 


Schick, Inc., Boosts Magazine Budget 

StamrorpD, Conn.—Schick, Inc., here will run 17 black-and-white 
spreads, full-color pages and black-and-white half-pages in Collier's, 
Life and The Saturday Evening Post from Sept. 10 to Dec. 8 for its 
Colonel and New Super electric shavers. The expenditure will be 
higher than last year’s $337,000 for the same media. The New Super 
is a new model with a double head “for faster shaving” and the 
Colonel is improved. Kudner Agency, New York, handles the account. 


Instant Tender Leaf, Nestea Teas Coming 

New York—Standard Brands will begin promoting Instant Tender 
Leaf tea, a new soluble product, in newspapers next week. Already 
being sold in the Albany area, it is slated for rapid expansion. 
J. Walter Thompson Company is the agency. Another soluble tea, 
Nestea, made by Nestle’s Milk Products Company, will probably start 
promotion in September through Doherty, Clifford & Shenfield. 


Peterson's Pipes Back in U. S. Magazines 

New YorK—Peterson’s pipes of Dublin, Ireland, distributed in the 
United States by Rogers Imports, will begin its first postwar adver- 
tising in this country, breaking with a color half page in the October 
issue of Esquire. The agency is The Kleppner Company, here. 


Lorillard Embassies Get N. Y. Drive 
New YorK—P. Lorillard Company will launch a campaign in New 
York City for Embassy cigarets in August, with spot announcements 


|/on about six stations, a five-minute news program on WCBS Monday 


through Friday at 4:25-4:30 p.m., plus ads in nine newspapers and 
subway posters. The agency is Geyer, Newell & Ganger, New York. 


Hill Directs Pepsi Copy for Biow 

New YorKk—Weston Hill, who formerly operated his own agency 
in New York, has joined the Biow Company as copy group head on 
Pepsi-Cola. 


Barry Named Ad Chief of Tru-Ade 

Cuicaco—John R. Barry, formerly advertising manager of Arnold 
Schwinn & Co. here, has been appointed advertising manager of Tru- 
Ade, Inc., beverage maker. 


16 Shows on KNX | 

Aug. 14 to Plug | 

Alpha Beta Store the 13 companies which have an- 
|/nounced $4 increases in the price 


Los ANGELES—To salute the city | of newsprint effective Aug. 1. 
of Santa Ana, Cal., where it is| The companies: Crown-Zeller- 
opening its 21st unit, the Alpha bach, Consolidated Paper Corpora- 


Newsprint Prices 
Raised by 13 


The American Newspaper Pub- 
lishers Association last week listed 


‘Beta Food Markets, Inc., has pur-|tion, St. Lawrence Paper Mills 


chased 23 quarter-hours and 16|C°mpany Ltd., Powell River Com- 


programs to be heard on KNX, | Boles Pn tage eres Wt md 
Los Angeles, in one single day,| Pulp % Paper Mills Ltd., Anglo- 
Aug. 14. The entire community | Newfoundland Development Com- 
will join in the salute with serv-| pany, Great Lakes Paper Company 
ice clubs, the Chamber of Com-|Ltd., Bowater Paper Company, 
merce, the town’s two newspapers | Hawley Pulp & Paper Company, 
and many stores participating in| Abitibi Power and Paper, James 
the promotion. Maclaren Company Ltd., and Don- 
Nine of the programs will be | Maconna Paper Company. 
produced on a specially con- 
structed outdoor stage adjacent to 


Weber Resigns; Roach 
Succeeds Him as A.M. 


Otto Weber, for the past 11 
years advertising manager of the 


Alpha Beta operates 20 other 
supermarkets in 18 other south- 


ern California cities. Alpha, which 
also has extensive warehouse fa- 
cilities, its own meat packing 
plant and feeding pens, grosses 
over $15,000,000 annually. 
Programs will begin at 7:45 
a.m. and continue throughout the 


|day, winding up with a half-hour 


variety show. Included in the list 
of programs are musical shows, 
interview programs, quiz games, 
an audience participation show 
and news broadcasts. 

The account is handled by the 
Warren P. Fehlman Advertising 
Company here. 


American Boosts Price 


American Tobacco Company, 
New York, raised the wholesale 
price of Lucky Strike, Herbert 
Tareyton and Pall Mall cigarets 
last week by seven-tenths of a 
cent a package and retailers were 
expected to follow through with a 
one cent increase per package. 
R. J. Reynolds and Philip Morris 
quickly followed in raising prices. 


‘Tacoma News’ Appoints 


Sawyer-Ferguson-Walker Com- 


grocery editions of Chain Store 
Age, New York, resigned on Aug. 
1 to devote his full time to con- 
sultation work. Prior to his as- 
|sociation with Chain Store Age, 
|Mr. Weber was sales manager of 
‘the specialties division of the 
A. E. Staley Sales Company. 

James Roach, former assistant 
sales promotion manager of Dia- 
mond Crystal Salt Company, suc- 
ceeds Mr. Weber at Chain Store 
Age. 


Holeproof's Fall Drive 
Features New Colors 


Holeproof Hosiery Company, 
Milwaukee, will announce seven 
new Rhythm colors this fall in 
four-color and black - and - white 
pages in Charm, Glamour, Made- 
moiselle and Vogue, running from 
September through December. 

A complete lineup of display 
material featuring the leg-art of 
|the ads, and newspaper mats have 
| been prepared for dealers. 


| Freese Joins Y&R 

| John Freese, former account ex- 
|ecutive and director of television 
lat Foote, Cone & Belding, New 


Schwimmer Puts 
Deems Taylor 
on Records 


Cuicaco — Walter Schwimmer, 
vice-president of Schwimmer & 
Scott, revealed here Wednesday 
that Radio Features, Inc., of which 
he is president, has produced a 
transcribed “long hair disc jockey” 
show starring Deems Taylor, emi- 
nent music critic and composer. 

“The Deems Taylor Concert” is 
a series of 30-minute broadcasts 
|for five-times-a-week airing, 
| offered to radio stations for the 
|amount a station charges national 
| advertisers for only one half hour 
|a week daytime (there is a mini- 
mum for a station in cities of 750,- 
000 or more people). The pro- 
gram, which may also be used as 
a two and a half-hour once-a- 
week show, is also offered to ad- 
vertisers. The fee does not in- 
clude the cost of records used. 

The balding Mr. Taylor, here 
for a heavily - attended reception 
at which the announcement was 
made, pointed out that he is “the 
world’s only short-haired long- 
hair dise jockey.” 

Mr. Schwimmer told AA he will 
devote nearly all his time to Radio 
Features, which also syndicates 
the “Tello-Test” giveaway pro- 
gram and “John Nesbitt’s Passing 
Parade.” He said he is continuing, 
however, as_ vice-president of 
Schwimmer & Scott. R. J. Scott 
is president of the agency and 
vice-president of Radio Features. 


Curtis, WFIL-TV 
Sign for Video 
Series for Kids 


PHILADELPHIA—A new source of 
story material for children’s tele- 
vision programs was opened up 
last week when Curtis Publishing 
Company and Station WFIL-TV 
here signed an agreement for a 
series of programs based on stories 
from Jack. & Jill magazine. 

The magazine, a monthly for 
children, will furnish story ma- 
terial for the series, which started 
July 31. Programs are scheduled 
for 7:20 to 7:30 on Saturday eve- 
nings to catch children’s bedtime 
story audience. Elizabeth Double- 
day will conduct the program, 
using artists’ drawings to illustrate 
the stories, and Robert Wall, of 
the WFIL-TV staff, will produce 
|the series. The question of spon- 
sorship was left open, although 
|the pact provides that a mutually 
satisfactory one may be obtained 
by the station. 


| —— 
| Beich Co. to Sponsor 
“Whiz Quiz’ on ABC 
| Paul F. Beich Company, Bloom- 
ington, Illinois, maker of Whiz 
and Pecan Pete candy bars, will 
sponsor “Whiz Quiz,” a new audi- 
‘ence participation program over 
ABC starting Saturday, Sept. 11, 
at 10-10:30 p.m., EDT. 
“Whiz Quiz” will test the 
knowledge of studio contestants in 
a different city each week. Each 
jackpot will start at a minimum 
of $5,000. Olian Advertising Com- 
pany, St. Louis, is the agency. 


Kalish Promoted 


Sid Kalish, for the past ten 
years western advertising man- 
ager of Hillman Periodicals, Inc., 
in charge of the Chicago office, has 
been appointed advertising direc- 
tor of the company, in charge of 


both the men’s and women’s 
groups. 
Trailer Assn. to JWT 


Trailer Coach Manufacturers 
Association, Chicago, at its recent 
meeting at the French Lick 
|Springs Hotel, approved the ap- 


pany has been named to represent | York, has joined the radio and | pointment of J. Walter Thompson 
the Tacoma News Tribune, effec- | television department of Young &|Company, Chicago, to direct its 


tive Sept. 1. 


|Rubicam, New York. 


| advertising. 
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editorial leadership has been e. 
well earned. We publish eleven their 
monthly merchandising magazines, edited by thirty-nine full-time editors aN 
and associates. Their authority in their specific fields stems from long leisu: 
experience. The editor of CORSET AND UNDERWEAR REVIEW, for example, wid 
has been with Haire for 22 years. The editors of LUGGAGE & LEATHER n ba 
8) 
GOODS and NOTION & NOVELTY REVIEW have been with Haire for 27 years. playi 
HOUSE FURNISHING REVIEW and LINENS AND DOMESTICS editors ia 
have records of 17 years. Two others have 10 years each. “p 
billfc 
Haire editors and associates live with the industries they serve. Ph 
They attend trade functions regularly. They are dues-paying members is f 
of no fewer than 103 different trade and business associations! Twelve of these — 
were actually started by Haire editors—and most still operate from this office! Lij 
A majority of our editors have had actual retail-store experience. ae 
They talk the retailer’s language. They know his problems. That is why the . 
° . ° ° ° name 
they can interest him. And that is why their magazines bring scrib 
that intensive reader response in every field we cover. “a 
A word about CIRCULATION: All Haire circulation is pad circulation. aed 
We publish no “‘give-away’’ papers. Yet our circulations are larger than ae 
eas 
competitors’ even where competition has ‘‘give-away”’ distribution. lows 
Research shows that our books are continually referred to for months, 
and that ‘‘pass-along’’ readership averages four persons per copy. Pe 
troit 
Through their editorial leadership in every field they cover, coun 
Haire publications bring the advertiser more intense reader response -. 
and more concentrated buyyng power at the lowest cost per reader. 7 
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The Specialized Merchandising Magazines Li 
fter 
1e 
HOUSE FURNISHING REVIEW » HOME FURNISHINGS MERCHANDISING « CROCKERY AND GLASS JOURNAL M5 
LINENS AND DOMESTICS + CORSET AND UNDERWEAR REVIEW «+ INFANTS’ & CHILDREN’S REVIEW 7 
HANDBAG BUYER + FASHION ACCESSORIES « LUGGAGE & LEATHER GOODS « NOTION & NOVELTY REVIEW 
Si 
More Effective because They’re More Seli-ective —_ 
potted ak 
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